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Aviation Paper 
Seeks to Adjust 
Audit Miscount 


Sales Misrepresented to 
Us, Eiserer Says as BPA | 
Puts Book on Probation 


WASHINGTON, March 28—Leon- 
ard Eiserer, vp and general man- 
ager of American Aviation, said 
today that action is being taken to! 
clear up the subscription difficulty | 
which caused the Business Publi- | 
cations Audit of Circulations to| 
place the bi-weekly aviation mag- | 
azine on probation a month ago. 

The BPA _ invoked probation | 
against the magazine because its) 
audit “revealed that a substantial 
number of 10,404 claimed subscrip- | 
tions were not individually paid for | 
and, as to the balance, adequate | 
proof of payment was not furnished | 
by the publisher.” 

The probation period runs until 
Jan. 1, 1959. 

The action was the first by BPA} 
involving the paid circulation of a} 
member. 


|gap between the top spending tv 


s Mr. Ejiserer in a statement re- 
leased to ADVERTISING AGE today 
said: “The BPA action involving 
10,404 subscriptions was based on 
sample mailings from which 63 re- 
turns were received. Of the 63 re- 
turns some were substantiated as 
valid subscriptions, and it is our 
belief that many of the 10,404 are 
(Continued on Page 8) 


Plus Credit: 


Theory of ‘Sweating 
Salesmen’ as Cure Is 
Obsolete, Says BBDO Exec 
CuicaGo, March 26—The best 
way to get consumers back in a 


buying mood is for advertising to 
awaken their interest and for in- 


stalment credit to make their pur- | 


chases easier. 

This anti-recession formula was 
offered yesterday by Charles H. 
Brower, president of Batten, Bar- 
ton, Durstine & Osborn, in a talk 
before the National Instalment 


| $3,500,000 from Kudner Roster .. . 


Present GM Agencies 
May Add Frigidaire, 
GMC Truck Accounts 
Detroit, March 28—In the wake 
of the announcement that Kudner 


Agency was dismissed as the 
|agency for Frigidaire and the 


“Let’s Eat Outdoors” “Let’s Eat Outdoors” 
4 (unk Book of Recipes and Ideas a ¢ Book of Revipes end Idens 


Pas Senne | ADVERTISING AGE learned today that 
SO General Motors will revive Moto- 
rama this fall, and Campbell- 


BOO RE GRO EI 
‘POST’ PROMOTION—Nine companies are cooperating in this 28-page 
recipe compilation which will be inserted in the June 28 issue of The 
Saturday Evening Post. Each cooperating advertiser will feature 
its products in outdoor eating uses. Back and front covers are four- 
color, with the other pages in black and one color. (Story on Page 8.) 


P&G Tops Other Big TV Spenders by 
‘Beaucoup Beaucoup, TvB Reveals 


New York, March 27—The big|the bureau’s figures, these cover 


‘Mutual Difference’ 
Splits Max Factor, 


HOLLYwoop, CAL., March 27— 
Agency men waiting in line to so- 
licit a $3,000,000 chunk of the Max 
Factor account could while away 
the hours by speculating on why 
the cosmetics manufacturer sud- 
denly parted company with Doyle 
gross time charges only and do not/| Dane Bernbach this week. 
take into consideration production| The joint announcement from the 


advertiser in the U.S. and the sec- 


jond placer is graphically pointed | costs. The bureau also released the | client and the agency did little to 


up in the latest set of a flood of|top 100 network sponsors for last | clear up the mystery. It simply said 
expenditure figures being released | year. they were terminating their seven 
by the Television Advertising Bu- | | year association July 1, “due to a 
reau. . The number one, of course, is| mutual difference of opinion.” 
This time TvB has put together Procter & Gamble, with $72,962,-| Nelson Gross, director of domes- 
a list of the top 100 spenders in| 855 going into spot and network tic advertising for Max Factor, said 
the medium—spot and network— | television time. It is a long way the parting was “sudden but ami- 
for 1957. As is the case with all| down to No. 2—Colgate-Palmolive | cable.” Products involved are Max 
—with $27,114,793. Thereafter the| Factor cosmetics, Signature men’s 
declines are less sharp, with Gener-| products, Electrique and Primitif 
al Foods in third place on a budg- colognes and perfumes, Hi-Fi cos- 
‘et of $24,604,501 and Lever Bros.|metics, Foot Light foot balm and 


Slump Rem 


edy Is Ads 
Brower 


/was American Home Products, | nounced. 

with $22,125,488. Mr. Gross said the company will 
Most of the companies made the} set up a formal procedure for se- 

. over-all list by buying spot and |lecting a new agency. He was not 

Credit Conference, sponsored by network tv. There are some ex-|sure what the specifications for a 


the American Bankers Assn. iceptions. In the spot column, but successor to DDB would be, but size 
Commenting on present business | (Continued on Page 80) (Continued on Page 80) 
conditions, Mr. Brower said: “It . 
looks to me as if the consumer... 
| has merely decided to sit out a cou- * 

|ple of dances. He has plenty of Last Minute News Flashes 
tickets, but his feet are tired; he iM 

wants a little rest.” Newman, Millard Resign Exec Posts at Kudner 

He said surveys indicate consum-| New York, March 28—Paul Newman, exec vp and exec art director, 
ers still plan to buy many items,/and J. W. Millard, vp and secretary, today resigned from the 
but performance is slow. “‘The dan-  Kudner Agency, which earlier this week lost GM’s Frigidaire and GMC 
| ger, of course, is that he will dream truck divisions. Mr. Newman was contact man for the agency on 
too long, and 1958 will be what is| Fisher body, a GM division still with Kudner, and Mr. Millard super- 
technically known as a lousy year,” | yised the GMC business. Both men were members of the agency’s 
he said. executive committee. Vincent F. Aiello, exec vp and copy chief of 
_ id fin , the agency, has asked to be relieved as an executive committee mem- 
# “What advertising is going to do| per and an agency director. The agency’s new executive committee now 
about all this is another speech that) includes C. M. Rohrabaugh, president; Charles R. Hook Jr., exec vp; 
PRS sed Eg ag Ky lo William J. Griffin Jr., exec vp, and three account execs: Charles A. 
today to say that half a billion dol-| Holcomb, James F. Black and William A. MacDonough. 


GMC truck and coach division, | 


fourth at $23,940,269. In fifth place| two new products not yet an-| 


|tising this year, and that our re- | 
search efforts to find out what the) 


Watered-Down 
- 
Outdoor Bill 
consumer wants will be increased. 
Passes Senate | “Advertising agencies are put- | 


|ting new emphasis on marketing | 


WASHINGTON, March 28—A sub- and merchandising. Today 95% of 


stantially modified outdoor adver- | industrial research goes into dis- 


isi i i i d improving products. 
tising control rider slipped through |COVE™PS and 1 
the > dears yesterday os part -. Only 5% goes into researching the | 


strongly supported bill to speed up buyer. This ratio is obviously silly 


lars more will be spent in adver-| Maxon Adds GE’s New Phonograph Line 


BRIDGEPORT, CONN., March 28—General Electric Co.’s housewares 
and radio receiver department has appointed Maxon Inc. to handle 
GE’s first line of portable and table model phonographs, slated for 
fall marketing. Extent of the line and introductory advertising plans 
are still tentative. Maxon also handles GE’s tube and radio receiver 
departments. 


American Sesame Names Grant Advertising 


Da.ias, March 28—American Sesame Co. has appointed Grant Ad- 
vertising to handle its new food product, Sesateez, a nutty-flavored 


Campbell-Ewald Adds 
GM Motorama Account 


' 


| Ewald will pick up the advertising 
|plum, estimated at $3,500,000. 
| Motorama will open on Oct. 5 in 
|New York, three months earlier 
than its traditional January open- 
ing. A C-E team composed of 
| Thomas Adams, president; Joseph 
J. Hartigan, vice-chairman of the 
board, and Clarence Hatch Jr., 
exec vp, will handle the account. 
Motorama, previously handled by 
Kudner, was not staged last year. 
C-E reportedly was selected be- 
cause of its success in tv (Dinah 
Shore, Pat Boone, Lowell Thomas) 
and because Chevrolet did so well 
in New York publicity for previous 
Motoramas. 


Doyle Dane Bernbach = meanwhile, Madison and Mich- 


|igan Ave. rumor mills were work- 
|ing overtime in speculating where 
the $8,000,000-plus in Frigidaire 
and GMC truck billings would be 
placed. Kudner said Frigidaire 
bills $6,000,000 and GMC trucks 
|}about $2,000,000, but there were 
jother estimates for Frigidaire 
‘ranging up to $10,000,000, and for 
|the trucks up to $4,000,000. 

| Here’s how the situation looked 
as AA went to press: 


|e There were strong indications 
that the accounts might go to one 
or more of the GM family of agen- 
cies, with Campbell-Ewald (Chev- 
rolet) in the running for Frigidaire 
land MacManus, John & Adams 
| (Cadillac and Pontiac) mentioned 
jas a strong contender for GMC 


| truck and coach. 

le McCann-Erickson, which 
dumped Chrysler to land the $24,- 
000,000 Buick business last month, 
|could not be ruled out of the run- 
|ning. There was much speculation 
|/when McCann took on Buick that 


(Continued on Page 77) 


Milwaukee Unit's 
Board Hits NIAA 


Revamp Proposal 
| MILWAUKEE, March 27—The 
| board of directors of the Milwau- 
kee chapter of the National Indus- 
trial Advertisers Assn. is opposing 
the proposed revision of NIAA into 
\“a more restricted” International 
Society for Industrial Marketing 
(AA, March 10, 17). 

The board has sent wires to all 
other U. S. local chapters telling 
| their opposition with the hope of 
spearheading national opposition 
to the proposal set forth by a “task 
| force”’ committee. The proposal is 
slated to be set before the group at 
the annual convention next June. 

The Milwaukee group’s board 
members also have sent a letter 
to all members of the Milwaukee 


construction of the new interstate 
highway system. 

On the final vote the billboard 
rider carried 47 to 41, with 24 
Democrats and 23 Republicans in 

(Continued on Page 81) 


and must be changed.” 

Mr. Brower had three sugges- 
tions for bankers to help increase 
use of instalment credit: 


party snack made from sesame seeds. Newspapers, radio and tv are 
being used in San Antonio, initial test market. Test campaigns also are 
scheduled for Dallas, Fort Worth, Tulsa, Oklahoma City, Denver and 
Atlanta. The company is headed by John H. Kraft, who retired as board | 


e “Locate the best customers.” | chairman of Kraft Foods Co. in January, 1954. 


(Continued on Page 80) 


(Additional News Flashes on Page 81) 


chapter asking for an expression 
of opinion on the board’s action. 
The board termed the recom- 
mendations “unacceptable in their 
present form” and said it seeks to 
counter a “railroading” proposi- 
(Continued on Page 80) 
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Guarantee Offsets Vulnerability Fears... 


Midas Unmuffles Its Muffler Ads; 
Doubled Budget Exceeds $2,000,000 


Company Sells Only 
Via Franchised Dealers; 
Salesmen Are Counselors 


Cuicaco, March 26—Midas Inc., 
Chicago, which refers to itself as 
the only company which sells its 
automobile mufflers exclusively 
through franchised dealers, will 
double its advertising budget this 
year, putting it into the over-$2,- 
000,000 bracket. The budget repre- 
sents the largest appropriation for 
muffler advertising in automotive 
history, Midas says. 

Only one and one-half years old, 
the company now has more than 
200 dealers throughout the country; 


Colgate Ads, Cut 


‘Substantially’ in 
‘57, to Rise Again 


New, Revamped Products, 
Foreign Marketing Will 
Hike Spending, Says Little 


New York, March 26—Colgate- 
Palmolive Co. is increasing its do- 
mestic and foreign advertising 
budget in 1958, according to Ed- 
ward H. Little, chairman and pres- 
ident. 

The usually reticent head of the 
toiletries company issued a special 
statement along with the release 
of the company’s annua] report 
earlier this week (AA, March 24) 
in which he forecast a favorable 
year and increased promotional 
expenditures for Colgate. 

While no figures were divulged, 
Mr. Little said: “Our optimism is 
backed by an increased domestic 
as well as foreign advertising and 
promotional budget which is now 
in effect. Colgate-Palmolive will 
maintain its advertising pressure 
in the most aggressive manner pos- 
sible.” 

Last year, ADVERTISING AGE esti- 
mated the company’s 1956 adver- 
tising expenditure at about $67,- 
000,000 (AA, Aug. 19). In its 

(Continued on Page 59) 


KVAR Eschews 
Rating Week Ads, 
Station's Ad Says 


PHOENIX, March 26—KVAR, 
NBC-TV affiliate here, has things 


to say to tv viewers about hypoed | ‘ 
rating week programming and pro- 


motion—and said them in a 15” 
three-column ad in the Arizona 
Republic. 

“This week,” the station said, 
“a highly respected television au- 
dience measurement company is 
conducting one of its regular sur- 
veys of the Phoenix area tv audi- 
ence ... The published results of 
this week’s survey may have some 
influence in the months to come on 
the placement of advertising on 
Phoenix area tv stations. 

“In a period of this kind, we are 


tempted to make temporary im- 
provements in our program sched- 


ule and perhaps do a bit more ad- 
vertising of our top KVAR shows 
than is customary.” 

KVAR says it decided not to do 
this. “We hope you will bear in 
mind that it is KVAR’s objective 
to present a consistently satisfy- 
ing lineup of tv programs, 
throughout every week of the 
year,” the ad says. # 


they operate muffler shops with 
the sole purpose of inspecting and 
installing car and truck mufflers, 
tail pipes and dual exhausts. 

The bulk of this year’s ad budget 
will be spent on network radio and 
consumer magazines. The company 
will continue sponsorship of “Paul 
Harvey & the News” (ABC) and 
will begin co-sponsorship of “NBC 
News on the Hour.” Both are Mon- 
day-through-Friday radio shows. 

Midas will run a series of page 
and half-page units in Life, plus 
a spread in Reader’s Digest. One 
Digest page will list Midas shops, 
the first time in which a full Digest 
page has been used for dealer list- 
ings of a national advertiser, ac- 
cording to the Digest. 


® Phil Rouda, vp of Bozell & Ja- 
cobs and supervisor of the Midas 
account, said the company may 
pick up some national tv time later 
this year. It used spots on “Today” 
(NBC-TV) last year. 

Part of the ad budget will be 
used to supply local dealers with 
mats and radio-tv spot material 
to help them integrate local adver- 
tising with the national effort. 

Midas ads feature three points: 
Fast service, free installation and 
a lifetime guarantee. 

The guarantee is intended as a 
stopper, since many motorists feel 
the muffler is the most vulnerable 
part of the automobile. The guar- 


long as it is owned by the person 
who buys the muffler. 

Gordon Sherman, the 30-year- 
old president of Midas Inc., who 
operates much of his business in 


(Continued on Page 30) 


antee is for the life of the car as| 


“T beliewe....that the upturn in our economy will be 
the result of millions of citizens making their purchases, 
having greater confidence 
Ce 
oe eee mee 


OK.IKE... 


: . 
Hotpoint dealers will do their part! 
We to, believe thet millions of us, by buying now. by investing im cur 
fend wo Amence cap generate s powerful pabmaking business upturn 
With the cathumestx cooperstion of Hotpont Co and our Hotpomnt dustnbu 
tere we proudly announce 8 special buy now program effective at coce and 
coponaing (hragb Agni lL - 


THE HOTPOINT "O.K. E" PROTECTED BUYING PLAN 

* NO DOWN PAYMENT WITH A TRADEIN 

© NO PAYMENTS UNTIL JULY 1 

* QUARTER-YEAR NO-PAY GRACE PERIOD 
Te every family reeding this announcement we say |! you mend and want 6 
pew ciectre apphance or TV set, and you can honestly afford « but have 
het off getting tee urge you bo buy Mme while prices are how 


We as Hotpent dealers offer you hemes! yuslity and lasting setielectnn un 


campaign in Chicago is promoted 


‘THE "OH, UE” PROTECTED BUTING PLAN- SEE THEM HOW! 


“O.K., IKE’—Hotpoint Co.’s “protected buying plan” two-week test 


with this spread in the Tribune. 


NBC Spot Sales Study 
Shows Few Buyers Rely 
Exclusively on Figures 


New York, March 26—How im- 
portant a role do ratings play in 
time buying? How are these num- 
bers used in everyday agency prac- 
tice? What do time buyers think 
of ratings? 

The answers to these and a num- 
ber of other similar questions are 
revealed this week in a time buy- 
ing study released by NBC Spot 
Sales. The representative’s find- 


somewhat unorthodox fashion, says | of the respondents work for agen- 
Midas dealers have never turned | pies billing more than $5,000,000 in 


ings are based on information pro- 
vided in questionnaire returns 
\from 326 time buyers. About 40% 


radio and tv; the rest are associated 


New York, March 27—A new 
kind of advertising agency, mas- 
terminded by management consult- 
ants, may soon make its bow in the 
U.S. 

The agency would offer clients 
a package service consisting of 
management counseling, advertis- 
ing, public relations and merchan- 
dising. 

It would work exclusively on a 
fee basis, determined in advance, 
with all commissions from media 
rebated to clients. 

It would conform to a code of 
ethics that could qualify it for 


FRECHNESE "2 the 
b Baked grade sntlion of pour lowvette hood stim ! 


| 


BROADENED—-Swanson Cookie Co., 
Battle Creek, will launch what it 
calls “the first nationally adver- 
tised ‘baked goods department’ pro- 
motion by a cookie maker” with 
this ad in Look, April 29. Norman- 
Navan Advertising, Grand Rapids, 
is the agency. 


Edsall Plans to Form Marketing Agency 
Built Around Management Consultants 


membership in the Assn. of Con- 
sulting Management Engineers. 

It would be particularly interest- 
ed in serving clients whose adver- 
tising budgets are less than $1,000,- 
000. 


s This concept of an advertising 
agency has been developed by a 
group of business executives, man- 
agement consultants and advertis- 


Tables Turned: Time 
Buyers Rate Ratings 


with agencies whose broadcast bil- 
lings fall below the $5,000,000 
mark. 


®s At the outset of the summary of 


the findings, NBC Spot notes: 

“The time buying function, for 
better or worse, is based on num- 
bers. And not just a single set of 
numbers, but a multiplicity of 
them. The average time buyer uses 
at least two different rating ser- 
vices in the purchase of both tv 
and radio time. ARB and Nielsen 
are the leading rating services used 
in the purchase of television; Pulse 
and Nielsen are the two leading 
services in radio.” 


# It is pointed out that for tv 
measurement ARB and Nielsen 
are “more likely” to be used in 
larger agencies while Telepulse 
was “considerably more important 
in the smaller shops than in the 
large ones.” In radio, Nielsen is 
found to be “more likely to be em- 
ployed by the larger agencies than 
the smaller ones.” 

And what happens to the num- 
bers once the time buyers get 
them? 


e First, the study reports that they 
are “more often than not” projec- 
ted. “In developing a base to which 
ratings are projected in order to 
arrive at cost-per-1,000 figures, the 
leading sources for station circula- 
tion information are Television 


ing men. The organizer of the 
group is Howard L. Edsall, for-| 
merly exec vp of Fred Wittner Ad- | 
vertising, New York. 

Outlining his plans to ADVERTIS- 
ING AGE, Mr. Edsall said the group | 
does not intend to start an agency | 
from scratch. Instead, it is looking | 


= |for a medium-size agency that can | 
=) |be “bought and transformed into 


the new prototype.” 
Mr. Edsall said the group be- 
lieves “a new type of agency must! 


jijbe created.” He cited the federal 


anti-trust action against advertis- 
ing groups in 1955 and the rapid 


iigrowth of allied fields such as 


management engineering, public 


‘|relations and various types of con- 
= | sulting services as signs of “a truly 


(Continued on Page 54) 


|| Ross/Reisman Gains Two | 


Ross/Reisman Co., Los Angeles, | 
has added two new accounts. They 
are Beverly Vogue Co., Los Angeles | 
manufacturer of foundation gar- 
ments and intimate apparel, and 
Trewax Co., Culver City, floor wax 
maker. Both accounts were pre- 
viously handled by Richard N. 
Meltzer Advertising. Trewax uses 
broadcast media. Beverly Vogue 
will use local tv, newspapers and 
magazines. 


(43%) and the agency’s own esti- 
mate (38%),” the summary states. 


e Second, feeling about whether a 
rating should be accepted as an 
absolute measure of a program’s 
audience varies. Nearly 30% of the 
time buyers said they consider 
“point deviation,” or what the sta- 
(Continued on Page 58) 


ROBERT P. LEONHARD has joined Leo 

Burnett Co. as an account executive 

on the Chrysler Corp. account. Mr. 

Leonhard, who will headquarter in 

Burnett’s new Detroit office, for- 

merly was with McCann-Erickson, 
Detroit. 


Advertising Age, March 31, 1958 


‘O. K., Ike’ Is 
Motif of Hotpoint 
Anti-Slump Ad Test 


Cuicaco, March 26—“But if your 
family truly does not want and 
need one of our products, we urge 
you to buy something you need for 
your home today,” says Hotpoint 
Co. in a Chicago Tribune ad test- 
ing its “O.K., Ike” campaign. 

Hotpoint takes its theme from 
President Eisenhower, who said at 
a press conference, “I believe. . . 
that the upturn in our economy 
will be the result of millions of 
citizens making their purchases, 
having greater confidence.” 

The plan calls for relaxed credit 
terms including no down payment 
with a trade-in and no payments 
until July 1, plus a 90-day grace 
period, in case of lay off or loss 
of job, provided at least three pay- 
ments have been made. 


= Hotpoint’s “O. K., Ike” plan will 
be tested in Chicago beginning 
March 30 and lasting two weeks. 
Eight models of Hotpoint pro- 
ducts have been specially priced 
for the period and weekly terms 
are featured in the announcement 
spread running in the Metro 
sections of the Chicago Tribune, 
March 30. The ad also includes a 
listing of Hotpoint dealers in the 
area. 

Maxon Inc., 
agency. + 


Show Shifting 
Marks Waning 
Net TV Season 


Billy Graham Replaces 
Mike Wallace; Godfrey 
Splits Up His Simulcast 


| New York, March 26—More and 
more game and prize shows, Billy 
Graham back again on Saturday 
nights, and some familiar faces in 
new time spots with different 
sponsors. 

This is how the network tv chips 
have been falling lately as the 
1957-58 season plays out its last 
months. 


Chicago, is the 


ABC-TV 

Billy Graham will return to 
ABC-TV Saturdays at 10 p.m., 
EDT, starting May 3. The revivalist 
takes over the time spot being va- 
cated by interviewer Mike Wal- 
lace, dropped by Philip Morris as 
of April 19. 

Walter F. Bennett & Co. has 
placed an order for six programs 
for the Billy Graham Evangelist 
Assn. Last summer, when Mr. 
Graham started his ABC-TV ap- 
pearances, he was expected to be 
on for a very brief series. How- 


,jever, the broadcasts ran for 15 


weeks. 

Last Sunday, on his radio broad- 
casts, Mr. Graham appealed to his 
audience for support for the pend- 
ing tv series, the success of which, 
he said, would be dependent on 
public response. 


s Another in a raft of new prize 
program entries will be called 


'|\“Anybody Can Play.” The show 


will be presented on ABC-TV Sun- 
days at 8:30 p.m., EDT, starting 
July 8, under the sponsorship of 
R. J. Reynolds Tobacco Co. The 
quiz, which will give home and 
studio audiences a chance to par- 
ticipate in the winnings, will re- 
place “Adventure at Scott Island.” 

Frank Sinatra is not expected to 
do a weekly series on ABC next 
season, but his sponsor, Chester- 
field, has options on any tv specials 

(Continued on Page 55) 
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Advertising Age, March 31, 1958 


Hazel Bishop Is 
in Red for Third 
Consecutive Year 


Spector Blames Revamp, 
Packaging Costs; Sees 
Operation Profitable Now 


New York, March 26— Hazel 
Bishop Inc. finished its fiscal year 
ending Oct. 31, 1957 with a net loss 
of $996,048 on sales of $10,006,462. 

It was the third year in a row 
in which the company has operated 
at a loss, and it was the largest an- 
nual deficit to date. 1956 sales were 
$10,270,994, with a loss of $610,259. 
In 1955 sales were $11,462,020, 
with a net loss of $460,177. 

1954 sales were $12,000,000, 
yielding a net profit of $1,080,000. 


esx In ‘58 Advertisers 


Sponsors at Bat, on 
Deck, in Hole as New 
Opening Day Approaches 


New York, March 27—Advertis- 
ers will spend more money than 
ever this season to bring more ma- 
jor league baseball to the public 
via television and radio. 


Spending More 


to Help Baseball Fans Learn Score 


!Americati League champions are 
permitting practically all their 
games to be televised. Major ex- 
ceptions will be the night games in 
Kansas City, which don’t start un- 
til 10 p.m., EDT. 

At least 140 games—77 from 
Yankee stadium, the rest from out 
of town—will be presented via tv 
on WPIX by the incumbent spon- 
sors, P. Ballantine & Sons and R. J. 


FRANKFURTERS, ETC.—A consumer promotion of sausages in the form of 

a name-the-chimp contest will be sponsored by the food casings 

division of Visking Co. in May and June. The contest will be pro- 

moted in trade journals and with this b&w spread in The Saturday 

Evening Post, May 10, Life, May 19, and the June McCall's. Edward 
H. Weiss & Co., Chicago, is the agency. 


| New Yorkers, who will have to. Reynolds Tobacco Co., both 
get along with only one team to/|through William Esty Co. The ad- 
call their own, can take some CoM- | vertisers are spending more than 
\fort from the fact that their Yan- ¢) 900,000 for radio-tv rights. 
|kees are doing everything possible 
to fill the void left by the depar- | 
ture of the Dodgers and the Giants. | 
In an unprecedented move, the 


8 Ballantine, which has been in 
the sponsor’s booth at the stadium 
|for 11 years, and Camel and Win- 
|Ston cigarets, also will be back on 
|the radio coverage on WMGM, 


Instant Butter-Nut 


In a letter to stockholders, Pres- 
ident Raymond Spector writes 
that in 1957 Hazel Bishop “incurr- 
ed extraordinary costs in connec- 
tion with the important organiza- 
tional and marketing changes 
which were inaugurated in Janu- 
ary, 1957, as well as in the com- 
plete repackaging of our entire 
line.” He said sales for the first 
quarter of the current fiscal year 
are ahead of last year and that 

(Continued on Page 54) 


More Motivation 
Study Needed in 
Beer Ads, Best Says 


PITTSBURGH, March 25— Declar- 
ing that “the psychologist has add- 
ed a new dimension to advertising 
—namely, depth,” Gordon Best, 
president of the Chicago agency of 
that name, told the Malt Beverage 
Distributors Assn. here last week 
that beer advertising needs more 
motivation research. 


U. S. Unit’s $5,900,000 
Profit Was 2% of Sales, 
Employe Report Reveals 


New York, March 26—In 1957 
Lever Bros. had record sales of 
$345,600,000 and a net profit of $5,- 
900,000. 

This was revealed earlier this 
month when Lever Bros. quietly is- 
sued a report to its 7,843 employes, 
in which the company’s sales, 
profits and assets were released 
for the first time. The report also 
disclosed that Lever is readying 
several new products for market 
testing. 

Profits in 1957 were less than 
2% of sales, a figure below those 
of its two major competitors and 


; _— _ lone which the company recognized 
A new dimension is called for in| 4. being inadequate. Lever is be- 


beer advertising, Mr. Best said.|jjeyed to have been operating in 
“What we need is not more/the red until its upturn in recent 
breadth—but more depth . . . not) years, 

more advertising so much as more 
effective advertising. We need a 
deeper knowledge of human moti- 
vations, of the impulses that make | 
people buy, the appeals that make | 
advertising tick. 

“Sometimes advertisers jump off 
the deep end with their advertis- 
ing themes,” Mr. Best said. “The 
cigaret manufacturers did this a 
few years ago by stressing ‘less 
irritation,’ thus, unintentionally, 
implanting the idea of irritation 


Britt Proposes 
More Scientific 
Subliminal Test 


Experiments So Far 
Fail to Show Success 
or Failure, He Says 


s “Beer advertising, too,” he said, 
“went through a similar phase 
when brewers began stressing the 
low calorie theme. It boomeranged. 
It tended to plant the idea that 
beer probably is fattening. 

“Besides, the calorie association 
is not a pleasant association; it’s a| 
diet association, the wrong image} 
to conjure for beer, and harmful 
to the whole industry. For beer is 
not a medicine but a happy bever- 
age, a beverage of pleasure, en- 
joyment, companionship and other 
happy connotations.” 

Conceding that motivation re- 
search is not an indispensable in- 
gredient of good advertising, Mr. 
Best emphasized that “the course 
of advertising is made infinitely 
surer and sounder with psycholog- 
ical research as a guide. There are 
more hits and fewer misses,” he 
said, “when research points the 
way. 

“But there is a broader aspect 
to the picture than just that,” 
he said. “I don’t have to tell you 
that the per capita beer consump- 
tion has been receding in this 
country. Not just the industry, but 
every element within the industry, 
stands to gain if consumption can 
be turned sharply upward.” + 


CuicaGo, March 25—Lack of a 
well-designed experiment has thus 
far made it impossible to determine 
the effectiveness or feasibility of 
subliminal advertising, according 
to Steuart Henderson Britt, pro- 
fessor of marketing at Northwest- 
ern University. 

“The environment in a labora- 
tory is quite different from that 
of a movie theater,” Mr. Britt said 
in a talk to the Chicago chapter of 
the American Marketing Assn. “As 
it stands now, no one knows if 
subliminal advertising will work 
or not.” 

He gave his own design for an 
experiment which could establish 
the effectiveness, or lack thereof, 
of the “phantom commercial.” 


# Five groups of people would be 
used, he said. Members of the re- 
spective groups would be (1) sub- 
jected to subliminal advertising 
without their knowledge; (2) sub- 
jected to subliminal advertising 
with their knowledge; (3) subject- 
ed to regular (“supraliminal”) ad- 
vertising only; (4) subjected to 
(Continued on Page 30) 


Despite 28% Hike in Net, Lever Still 


|which replaces WINS on this as- 
\signment. The games will be fed 
to 37 am stations under sponsor- 
iship of Ballantine and Atlantic 


Spoofs Its Tardiness 
Via Freberg Spots 


Aims for Bigger Profit via New Wares 


| 1957 domestic profit ratio for 
Procter & Gamble, the largest 
company in the field, with domes- 
tic volume estimated at more than 
$900,000,000, works out to about 
5.5%; for Colgate, whose $268,- 
715,000 in domestic sales put it in 
| the No. 3 spot, the profit ratio was 
better than 2.5% of sales. 


a “While 1957 can be a source of 
satisfaction to us in many re- 
spects,” President W. H. Burkhart 
wrote in the report to employes, 
“we must recognize that profits 
were inadequate for a company of 
this size. We haven't arrived, but 
we're on our way.” 

Earlier in the report Mr. Burk- 
hart stated: “1957 was a year of 
real progress. Our sales and profits 

(Continued on Page 79) 


CBS Sales Rose 
8.6% in ‘57; Net 
Increased 36% 


| New YorK, March 26—Five out 
of six of the operating divisions 
of the Columbia Broadcasting Sys- 
tem made money in 1957, when the 
company hit a record sales level 
of $385,400,000, a gain of 8.6% over 
the 1956 level. 

This figure was made public in 
the company’s annual report to 
stockholders. Consolidated net in- 
come went from $16,283,500 in 
1956 to $22,193,400 in 1957, a 36% 
gain. 

The non-profitable division last 
year was CBS-Hytron, maker of 
tubes and semi-conductors, which 
improved its 1956 standing but 
;continued to operate at a loss. 
|CBS Radio was kept in the profit 
| column, thanks to returns from 
ragga stations, 
for losses on the network level. 

Columbia Records took over the 
|top sales position in the record 
and phonograph industry, exceed- 
ing 1956 sales by nearly 40%. Sales 
breakdowns for the divisions were 
not given. CBS Television billings 
were up 7%. # 


Ads Promote Newspapers 

The public relations committee 
of the National Newspaper Promo- 
tion Assn. has released mats of the 
first ad in a projected series to 
bring to the attention of the Ameri- 
}can public the importance of news- 
| papers. Mats of the ads are offered 
in page and 1,000-line sizes. The 
first ad, headed “Newspapers Make 
A Big Difference in People’s Lives 
Jee Every Day!” is based on three 
\columns by Bob Considine, Inter- 
national News Service feature 
| writer. 


stant Butter-Nut 
phrase 
what was considered a handicap 


producer to make an instant cof- 


which made up| 


HOLLYWoop, CAL., March 26— 
After five weeks of using the zany 
approach of Stan Freberg in radio 
commercials introducing the new 
Instant Butter-Nut coffee, Paxton 
& Gallagher Co., Omaha, said it 
has sold over 1,000,000 jars and is 
having trouble keeping up with de- 
mand. 

The sales results were racked u 


| Refining. 


Further balm for New York’s 
baseball followers will come from 
the Philadelphia Phillies, who are 
permitting some of their games to 
be televised in this area. 

WOR-TV, which reported the 
Brooklyn Dodgers doings in days 
gone by, will televise 78 of the 
Phillies games this season. The sta- 
tion will announce their sponsors 


in just 13 states, which account shortly. In their Quaker City home- 


for approximately 10% of the to- 
tal U. S. population. 

The six radio spots have the 
typical Freberg light touch. The| 
first one sets the theme: “Five 
years isn’t exactly instant, but 
that’s how long it took to make In- 
Coffee.” This 
is credited with turning 


(Butter-Nut was the last major 


fee) into a positive selling point. | 

The spot, with subsequent com-| 
mercials following the same ap-| 
proach, runs like this: | 


s Announcer: (on echo) “1954!” 

Boss: “Well Fomroy, you got that 
Instant Coffee invented yet?” 

Fomroy: “Not yet, Mr. Butter-| 
Nut.” 

Announcer: “1955.” 

Boss: “Say, Fomroy .. .” 

Announcer: “1956.” 

Boss: “Forgive me for asking, 
betes” 

Announcer: “1957.” 

Fomroy: “Listen, I didn’t invent 
the coffee yet, but I’ll tell you what | 

(Continued on Page 59) 


So we aint neat! | 
That's why you buy SEAT COVERS! | 


| 
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TROUBLE, TROUBLE—A damp baby and | 


muddy-footed pup point out the 
usefulness of car seat covers in this 
first ad (The Saturday Evening 
Post, May 3) in a May push by 


the Automobile Seat Cover Assn.| 


is the agency. 


Sal 


land, the Phillies telecasts will al- 
ternate between WFIL-TV and 
WRCV-TV, with WVUE-TV, Wil- 
mington, Del., carrying night away 
games and WIP as the radio out- 
let. The latter usually feeds 20 


(Continued on Page 82) 
Cigaret-Cancer 
Suit Is Mistrial 


Case Against Reynolds, 
Liggett & Myers May 
Be Tried in November 


NEw ORLEANS, March 25—A suit 
seeking $700,000 from two cigaret 
companies because of the lung- 
cancer death of a Louisiana resi- 
dent ended in a mistrial today. 

Herbert W. Christenberry, fed- 
eral district judge, declared the 
mistrial after it was learned that 


; 
some Jury panel members had been 


asked about their smoking habits. 
Earl J. Dominguez, a private 
investigator, told Judge Christen- 
berry that he had been retained by 
a lawyer for the plaintiff to check 
on the background of prospective 
jurors through their neighbors. He 
said the lawyer had specifically 
told him to avoid any contact with 
the 70 persons on the jury panel. 

Mr. Dominguez added that he 
had asked his sister to question 
neighbors of panel members, but 
it developed in court here that she 
had polled the prospective jurors. 

Defendants in the suit, which 
will probably not get on the trial 
calendar again until November, 
were R. J. Reynolds Tobacco Co. 
and Liggett & Myers. The plain- 
tiff, Mrs. Victoria St. Pierre Larti- 
gue, charged that her husband, 
Frank, died of lung cancer in 1955 
after smoking more than two packs 
of cigarets daily for 40 years. 


® The complaint said the tobacco 
companies had been negligent in 
advertising and selling their ci- 
garets without warning the public 
of possible ill effects. The tobacco 
companies replied that Mr. Larti- 
gue was responsible for contribu- 


wr : tory negligence and that he had 
Allen Advertising Agency, Chicago, | not exercised due care in smok- 


ing. + 
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FC&B’s Rigotti Gets 
New Media, Research 
Post; Buck to Resign | 


Cuicaco, March 27—John L. Ri- 
gotti, vice-chairman of the plans 
board at Foote, Cone & Belding, | 
Chicago, has taken over additional 
duties as vp in charge of media and | 
research in the agency’s Chicago 
office. 

He will take over the media 
duties of Gordon F. Buck, formerly 
vp and director of media, who will 
work on special management proj- 
ects for several months, after 
which he intends to resign from 
FC&B. 

Mr. Buck told ADVERTISING AGE 
he expects to open a consulting of- 
fice this summer specializing in 
communications, personnel recruit- 
ment and training, executive de- 
velopment programs and human| 
relations. 

Edward M. Stern, formerly man- 


Gordon Buck 


J. L. Rigotti 


the new media director and will 
report to Mr. Rigotti. Robert E. 
Ryan, formerly media supervisor, 
is now manager of the media de- 


| partment. 


Eugene C. Pomerance continues 
as director of research and will 
report to Mr. Rigotti. + 


Gray & Rogers Adds One 
The American Institute of Laun- 
dering, Joliet, Ill., has appointed 


|Gray & Rogers, Philadelphia, to 


handle publicity and public re- 
lations for member laundries. The 


*$64,000 Question’ 
Opens Competition to 


Home Viewers April 1 
New York, March 27—The dad- 


dy of the current crop of give-| 
“$64,000 Question” | 


away shows, 
|(CBS-TV), is going to give home 
audiences a chance to cash in on 
all that loot. 

The home competition on the 
Revlon-sponsored giveaway starts 
next Tuesday (April 1). Viewers 
can win up to $64,000 if they are 
clever at playing games and lucky 
at guessing. Studio contestants who 
do well on the show can go much 
further than the old $64,000 level 
these days; top winners are eligible 
to come back to the show for a try 
at tripling their winnings. 


Millhiser Named VP 

Ross R. Millhiser, assistant di- 
rector of 
Morris Inc., 


New York, has been 


ager of the media department, is | association had no former agency. 'eiected a vp of the company. 


“We never 
advertise in a 
Seattle daily 
without using 


The Tacoma 
News Tribune, 


says BILL CASE, Manager, 
Seattle-Tacoma Branch of 
BLUE BELL POTATO CHIPS 


(distribution; Oregon, Washington, 
Idaho, Montana, California) 


“We’re close enough to the merchandising 
picture in the Puget Sound area to know that we must 
advertise in the Tacoma News Tribune on the 
same basis as we use the Seattle dailies. 

In our year-round advertising program in the Puget 
Sound area, we always include 
the Tacoma News Tribune.” 


TACOMA NEWS TRIBUNE 


Tacoma, Washington 


Represented by SAWYER-FERGUSON-WALKER COMPANY, Inc. 


NEW YORK 


e CHICAGO ¢ 


PHILADELPHIA ¢ DETROIT 


* ATLANTA 


LOS ANGELES ¢ SAN FRANCISCO ¢ SEATTLE 


marketing of Philip 


Advertising Age, March 31, 1958 


Highlights of This Week's Issue 


GM has revived its $3,500,000-billing Mo- 
| torama and transferred it from Kudner 

to Campbell-Ewald, AA learns. Earlier | 
in the week GM snatched $8,000,000-plus 
in billings from Kudner in the form of 
Frigidaire and GMC trucks ............. Page 1 


| Milwaukee NIAA chapter declares itself 
strongly and officially against revamp 
plan for NIAA, seeks support of other 
GD nace sanibaaitall Page 1 


Procter & Gamble was not only the top tv 
spender among the big spenders, 
| but its budget put it way ahead of 
| the No. 2 spender, Colgate-Palmolive, 
ee ee ee Page 1 


Midas Inc., auto muffler organization, has 
doubled its ad budget to more than $2,- 
000,000 to promote its growing muffler 
inspection and installation service Page 2 


Hotpoint ads go along with President Eis- 
enhower’s belief that more buying is 
the solution to business downturn, 
urge customers to buy something, even 
if it isn’t a Hotpoint product ...Page 2 


Colgate-Palmolive, which cut its adver- 
tising “substantially” in 1957, plans hef- 
ty domestic and foreign advertising in- 
creases this year .......... ” Page 2 


Network tv starts shifting, replacing 
shows as season draws to a close Page 2 


Few time buyers rely exclusively on 
tv ratings, NBC Spot Sales study 
GD tteinnniinncnnnnanin Page 2 


Baseball draws more advertising money in 
1958 as sponsors line up to present 
games to public via radio and tv Page 3 


Subliminal advertising needs more re- 
search before its effectiveness or feas- 
| ibility can be determined, Steuart Hen- 


derson Britt, Northwestern University 


marketing professor, says ............ Page 3 


$799,000 suit against two cigaret companies 


because of cancer death of t Louisiana | Oreotlv Conv 


resident ends in mistrial . Page 3 


Spoofing ads over tardiness of Instant | Drawthinks 
| Butter Nut coffee help sell 1,000,000 jars | Editorials 
|Employe C icati 
..Page 3 | 


in 13 states which heard the Stan Fre- 
| berg light-touch in radio spots 


| Lever Bros. racks up record sales and 
profit in 1957, aims to sell more in 
TEED)  enutnitsdasdnsncsceernechciacnisieicenenimcnettsiesinenndl Page 3 


Uncle Sam's car-buying practices reveal 
him as a very shrewd consumer Page 6 


Point of purchase faces changing future, | 
many challenges, Les Galiagher, mer- 
chandising director, Ketchum, MacLeod | 


& Grove, writes in Advertising Require- | What They’re Saying 


mente .... Page 20 


Playtex free bra promotion helps retailers 
sell girdles Page 28 


Divorce sponsors from tw fare to give 
public better shows, Rod Serling, top tv 
writer, says Page 32 


Donald McRobie, new president of Cock- 
field, Brown & Co., who began in the 
research department 24 years ago, not 


surprisingly still believes strongly in 
research Page 40 
NTA Film Network launches four-week 


$100,000 campaign to promote its two 
new programming plans for this 
fall Page 45 


Washington radio, tv stations join in 
“good news” effort to counter gloomy 
SSE Page 46 


Newspaper linage was off 9% in February, 
Media Records SHOWS .......s0« Page 47 


Business papers should compete with 
other media in getting business man’s 
share of time, BBDO’s Brower tells 
ae am Page 48 


Bureau of Advertising is working on long 
range sales strategy and research, 
Charles LipscOMD SAYS .......--0--» Page 57 


Advertising, public relations, radio and 
tv executives suffer the most from 
dandruff, survey reveals ................ Page 61 


Researchers who disagree with E. B. 
Weiss’ views on “disciplined intuition” 
vs. research rush to scorch paper in 
reply; Jaye S. Niefeld, vp, Keyes, 
Madden & Jones, takes the stand in 
this issue Page 63 
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Johnson Printing, Inc. specializes in fine printing . . . 


particularly 


precision color work requiring special skill and craftsmanship. 
Because we produce quality workmanship, our name 
stands out in the minds of our customers. 
| Good printing makes any name stand out more strongly. 
Because they realize this, some of America’s best-known 


corporations are using Johnson Printing, Inc. for accurate, 
quality work and dependable service. If you are in one of the 
country’s major markets, there is a good chance that one of these 
famous Johnson customers is a neighbor of yours. 
Our Eau Claire plant is fully equipped with excellent modern 
equipment; our main-line location between Chicago and the 
Twin Cities means that we are big-city handy as well as big-city 
competent. In fact, there’s just one small-town thing about 
Johnson Printing, Inc. . . 
Want facts and figures? Here’s our address: 


. the cost structure. 


JOHNSON PRINTING, INC. 
2215 Galloway Street, Eau Claire, Wisconsin. Phone: TEmple 2-6692. 
Better Printing Through Quality Control 
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How to make a family adventure out of buying or building a boat. . . 
how to plan a motor trip that’ll be a vacation for the whole 
family, even Mother . . . what to do when the living room seems 
too full of furniture . . . how to get a garden growing .. . 
how to be a gourmet cook with packaged mixes . . . 
Better Homes & Gardens is a monthly treasure hunt of 
practical ideas about anything and everything that 
interests home-and-family centered men 

and women and their children. 

The ideas in Better Homes & Gardens set people to 
planning instead of just wishing, to doing instead of 
only dreaming. And the more they talk and plan and 
do, the more they buy. The climate BH&G creates 

for advertising is unique among all the major 
media. No wonder this famous idea magazine 

keeps on getting bigger and better all the time! 
Meredith of Des Moines . . . America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 


ot America reads BH G5 the family idea magazine 


4,500,000 COPIES MONTHLY 
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This Week in Washington... 


U.S. Discount on Autos Hikes Price 


Level, Hurts Used Car Market: NADA. 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, March 26—So you 
don’t think Uncle Sam is a shrewd 
trader? Well, take a look at the 
deals he is getting in the automo- 
bile market. 

As a fleet operator who buys 
20,000 cars a year, he gets the in- 
side price. For example, he pays 
$1,350 for a six-cylinder 1958 Ford; 


jthe net is less, since this includes 
| a $135 excise tax, which eventually 


wends its way back to the Treas- 
ury. 

After two years or 50,000 miles— 
whichever comes first—he trades 
the car for a trouble-free new one. 
According to Clarence D. Bean, of 


General Services Administration, | 
the car which he now buys for 


ernment gets ready to dump it. 

National Automobile Dealers 
|Assn. says the government’s bar- 
|gain is no bargain so far as other 
car owners are concerned, however. 
Other car prices are higher to 
offset the narrow margin on the 
cars the government buys, the as- 
sociation complains, and used car 
|values are depressed because the 
|government dumps its vehicles on 
|the market. 


Pity poor Federal 
NetsatFault Communica- 
tions Commis- 


in FCC Probe? 
sioner Rosel 


| Hyde. After a dinner at a conven- 


| 


$1,100 as a trade when the gov-|& Television Broadcasters, he was 
|invited to sit down and meet a few 


broadcasters. “I had my usual gin- 
ger ale and left,” he told the spe- 
cial House committee which is in- 
vestigating the behavior of FCC 
members. “Now you show me an 
expense account tab turned in by 
someone who says he spent $22 
entertaining Mr. and Mrs. Hyde.” 

He took his wife to New York 
at his own expense to attend a 
dinner in honor of David Sarnoff 


‘and flew back the same day. Nev- 


ertheless committee investigators 
turned up a $5 hotel bill paid by 
NBC for the room he didn’t occupy 
overnight; and he attended a re- 
ception in honor of Pat Weaver, 


$1,350 “inside” price, will be worth | tion of the National Assn. of Radio|only to discover three years later 


r 


DuPont Citation to CLIFTON UTLEY of WMAQ and WNBQ, Chicago: 


“Cited for his authoritative, intelligent, responsible and literate reporting and 


analysis of public affairs in both radio and television. Insistent always on dis- 


tinguishing between fact and inference, he couples fluent delivery with minute 


detail and orderly sequence, and the result is an analysis of current affairs that 


Hows in logical order from primary thesis to conclusion. Refusing to over- 


simplify the complex, or to over-inflate the trivial and ephemeral, he epito- 


mizes the best in American news 


dey = 
¥ 


eg 
iy 


broadcasting and telecasting.”’ 


WMAQ and WNBQ salute Clifton Utley on this memorable achievement in the field of broadcasting journalism. It is 
added to the long list of awards, longer than that of any other Chicago station, presented to WMAQ and WNBQ in 
recognition of their regular offerings—which have set the standard for entertainment and service in the Midwest. 


WMAOQ -WN BOQ REPRESENTED BY NBC SPOT SALES 


THE LEADERSHIP STATIONS IN CHICAGO RADIO AND TELEVISION 


Advertising Age, March 31, 1958 


that the NBC expense account rec- 
ords show $170 was spent enter- 
taining Commissioner Hyde. 

Some of the congressmen on the 
committee are beginning to get the 
impression that it might be more 
productive to look into the auditing 
of expense accounts than into the 
activities of reputable people like 
Rosel Hyde. Now that he has men- 
tioned it, how do you know where 
your name will turn up in the ex- 
pense tabs some of the free spend- 
ers turn in? 


It has taken al- 
FDA SetsIce most 50 years to 
Cream Criteria do it, but the 
Food & Drug Ad- 
ministration thinks it has finally 
worked out an acceptable food 
standard for ice cream. Unless 
there are further legal upsets, rules 
will soon be adopted specifying, 
among other things, that the prod- 
juct isn’t ice cream unless it is at 
least 10% milk fat and unless it 
weighs more than 4.5 lbs. per gal. 
Efforts to adopt a standard for 
|ice cream began shortly after the 
first Food & Drug Law was passed 
\in 1906. But the original standard 
proved to be unenforceable, and a 
fresh start was necessary when the 
law was strengthened in 1938. 
| Since then there have been numer- 
ous other false starts—a total of 
n pages of testimony 
was collected as a result of two 
lengthy hearings. The decision 
now being circulated includes 100 
findings of fact which Food & Drug 
Administration regards as a val- 
uable reference work on the prob- 
lems of ice cream technology. 


One reason you 


| |Stump Talk to haven’t heard of 


‘Hit Postal Hike any progress: to- 

ward a compro- 
mise on the postal rate bill is that 
one of the Senate’s conference com- 
mittee members, Sen. A. S. (Mike) 
Monroney (D., Okla.), is off on a 
European trip. His absence fore- 
closes any progress on the bill un- 
til Congress returns from its Easter 
recess early next month. 

If the business recession contin- 
ues to dominate’ congressional 
thinking, Postmaster General Sum- 
merfield might still lose his offen- 
sive for a 5¢ letter and other stiff 
postal rate increases. Influential 
senators are beginning to ask them- 
selves how they can vote a stiff 
“tax increase” on mail, particularly 
advertising matter, at a time when 
President Eisenhower says we need 
more advertising, and when Con- 
gress is awaiting the first oppor- 
tune time to slip through a general 
tax reduction bill. 


Fish & Wildlife 
Service reports 
increase in 1957 
in the number of 
Americans who tried sport fish- 
ing and wild game hunting. The 
| 34,200,000 licenses sold represented 
jan increase of more than 1,000,000 
| above the preceding peak year. Ex- 
|penditures for licenses alone were 
$90,600,000, an increase of $829,000. 
| Of the total, about 19,200,000 
| bought fishing licenses and just un- 
der 15,000,000 hunting licenses, 
with fishing up 574,000 and hunting 
jup 456,000. 

States drawing the largest num- 
|ber of non-resident anglers were 
Wisconsin, Minnesota, Michigan, 
Florida, Tennessee and Colorado. 
Pennsylvania had the largest num- 
ber of non-resident hunters. + 


Fish, Game 
Fans Multiply 


Duke Law School Publishes 
Radio-TV Symposium 

The Duke University school of 
law quarterly publication, “Law 
and Contemporary Problems,” is 
|putting out as its autumn 1957 and 
winter 1958 issues, a two-part 
symposium dealing with the sub- 
ject of radio and television. Copies 
of “Radio and Television I” and 
“Radio and Television II” are 
available for $2 each from the uni- 
versity at Durham, N, C, 
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To enter the “Gold Medal Flour Sweepstakes” contest, women 
had to: read entire ad, answer six baking questions, use post 
card (no coupon in ad) and include name of grocer, still... 


it ' = | 


General Mills gets 
hundreds upon hundreds 
of thousands of cards 
from a page in the Post! 


We cannot tell you the exact, stagger- 


ing total. General Mills’ policies do not SK GEERES SEAS APSE TE POEs. "the Font 
aie proves again that advertisers sell an idea, a brand name 
permit it. But we have been author- and a product best — when they sell to POST-INFLUENTIALS. 
‘ : The Post gets more action because it reaches these INFLU- 
dt rt that t b d 
ize o repo at entries numbere ENTIALS. For they are the kind of people who like to enter- 
hundreds and hundreds of thousands tain, who buy and talk to friends and neighbors about the 
: i products they see advertised in its pages. That’s why our 
It is one of the greatest returns in all Gold Medal Siathen Dusted Flour advertising dollars work 
: : hard in the Post — and why we use the Post to stir up sales 
General Mills’ history. Further proof antien fer stn ” 
. grocers. 
that POST-INFLUENTIALS mean m5. Some 


Advertising Manager for Family Flour 


business for Post advertisers. 


The Saturday Evening 


| PZ BoM ME Sell the POST FV INFLUENTIALS -they tell the others! 


A GURTIS MAGAZINE 
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Court Okays Sale 
of “Toronto Star’ 
for $25,555,021 


Price Is Biggest Ever 
Paid for Newspaper 
Property in Canada 


TORONTO, March 26—Canada’s 
largest transfer of newspaper prop- 
erty and one of the largest in Amer- 
ica was authorized here late today. 

Mr. Justice J. L. McLenna of the 
Ontario supreme court issued an 
order approving the purchase by 
Hawthorn Publishing Co. of the 


Milkman 
tells All 


EES 


Toronto Star for $25,555,021 and on 
the terms made in the offer by 
Hawthorn. 

The trustees of the Joseph E. At- 
kinson estate and Hawthorn gave 
the Atkinson Charitable Founda- 


tion, for which the Star and the 


Star Weekly have been operated, a 
guarantee that any gain from resale 
of the papers within the next five 
years would be turned over to the 
foundation. 


® Hawthorn is a new company op- 
erated by Joseph S. Atkinson, Wil- 
liam J. Campbell, Ruth Atkinson 
Hindmarch, Burnett M. Thall and 


Beland H. Honderich (all of whom | 


are trustees of the estate and pres- 
ent directors of the Star) and Har- 
ry A. Hindmarch, a grandson of 
the late Joseph E. Atkinson. 

President of Hawthorn is Joseph 
S. Atkinson, who now heads the 
Star. 

Hawthorn intends to apply for 
supplementary letters of patent 
changing its name to Toronto Star 
Ltd. 

The court’s approval was the first 
step in the sale of the Star. The 
company is now working out ar- 
rangements to complete the acqui- 
sition of the operation’s good will 
and all assets of Toronto Star Ltd. 
and Toronto Star Realty Co. Ltd. 
It is also working on arrangements 
to make available an issue of con- 
vertible preferred stock to employ- 
es of the Star. 


s In a statement issued on behalf 
of Hawthorn, Joseph S. Atkinson 
said, “The aim of the new owners 
is to publish a newspaper worthy 
of the Star’s traditions. It was my 
father’s wish that the publication 
of the Daily Star and Star Weekly 
would be conducted for the benefit 
of the public and in the continued 
frank and full dissemination of 
news and opinions. The court order 
approving the sale will enable us 
to carry out this objective.” 
Hawthorn pays $15,450,565 for 
the Toronto Star Publishing Co. 


Ltd., publisher of the Daily Star} 


and Star Weekly, and $4,104,556 for 
Toronto Star Realty Ltd., owner of 
the King St. Newspaper Bldg. and 
several other properties. It also 
agreed to assume $6,000,000 in pen- 
sion and termination liabilities un- 
der labor contracts. Since the $6,- 
000,000 and $2,555,021 current lia- 
bilities are assumed liabilities, 
Hawthorn’s total cash outlay 
$17,500,000. The foundation will re- 
ceive an estimated $15,600,000 af- 
ter taxes. + 


Alabama Engineers Will 
Publish New Magazine 

The Engineering Council of 
Birmingham & Jefferson County 
will publish a new monthly maga- 
zine, Alabama Engincer, starting 
June 1. The publication will carry 
advertising and will have a circu- 
lation of about 4,000 engineers and 
scientists in Alabama. It will be a 
news magazine, and will carry 
expert reports of significant pro- 
jects in which Alabama engineers 


is | 


Tax Ruling Puts 
| Co-op Ad Spending 
Into Excise Base 


WASHINGTON, March 26—The In-| 


|ternal Revenue Service announced 


today that it is considering a re- 
gulation which would treat co-op 
advertising as a part of the price 
base in computing the excise tax 


|on appliances and other consumer 
| goods. 


| 


If adopted, the new regulation 
would replace a number of older 
regulations which enabled manu- 
facturers to hold down the excise 
tax on their product by setting up 
special co-op advertising accounts 


' | which can be excluded from the 


PICTURE STORY—By using an editorial-type format, Admiral Corp. can 
present nine products in one ad without creating the appearance of 


price base for tax purchases. 


a catalog, the company says of this b&w spread scheduled for this 

spring. Copy stresses the use of Admiral appliances to get a built- 

in look—“an economical way to get a dream kitchen.” The ad runs 

in Life April 7, Look May 13, and The Saturday Evening Post June 
7. Henri, Hurst & McDonald, Chicago, is the agency. 


. Under a policy issued in 1932 | 
| the amount which a distributor or| 
|customer pays into a co-op ad- 
| vertising fund is excluded from 
price for excise tax purposes if 
the manufacturer can show that) 
expenditures equal or exceeded 


Dann Joins CBS 
as VP in Charge of 
Network TV Shows 


New York, March 26—There is 
no shortage of programming vps 
jat CBS Television’s network divi- 
sion. 
| The network, which already has 
|four vps and one exec vp in that 
department, will add another vp 
on Monday (March 31). 

Newcomer in the department is 
| Michael Dann, who has resigned as 
|president of Henry Jaffe Enter- 
|prises to become vp in charge of 
network programs in New York. 
Mr. Dann was an NBC-TV vp be- 
fore moving to Jaffe Enterprises 
|last October. 


|@ Mr. Dann takes over the CBS- 
TV title being vacated by Harry 
G. Ommerle, who moves up to vp 
in charge of (all) network pro- 
grams. This title has not been used 
at CBS for some time. Mr. Om- 
merle reports to Hubbell Robinson 
Jr., exec vp in charge of network 
programs. 

Mr. Dann and his counterpart 
on the West Coast, Alfred J. Scal- 
pone, vp in charge of network pro- 
grams in Hollywood, report to Mr. 
Ommerle. 

Rounding out the rest of the pro- 
gram vp list are Robert M. Weit- 
man, who is in charge of program 
development, and Oscar Katz, head 
of daytime programs. + 


Chicago Is Money, 
Not Creative, Zone 


for TV. Quinlan Says 


Cuicaco, March 25—‘“I 


the amount collected. 

The policy outlined in the new 
regulation holds that contributions 
which purchasers are required to 
make to a co-op advertising fund 
are to be regarded as part of price, 
even though they are listed sep- 


- . 
Aviation Paper 
7 
Seeks to Adjust 
|arately on the invoice and main-| 
tained in an independent fund. + 


Audit Miscount | 
General Mills, Eight | 
Other Advertisers | 
Push ‘Post’ Recipes 


the field agents involved who were | (Picture on Page 1) 
selling subscriptions on commis- Cuicaco, March 28—A 28-page 
sion basis, and who apparently | recipe compilation, “Let’s Eat Out- 
misrepresented some of these sales | qoors,” presenting recipes and 
to us. We had no reason to suspect | ideas from nine advertisers, will be 
the sales made by these field agents | inserted in the June 28 issue of 
until the returns were received | The Saturday Evening Post. 

from BPA sample mailings. The booklets, one-fourth page 


| “It should be made clear that| size, will be stapled into the center 
‘none of the agents involved with of a]! 5,600,000 copies of the mag- 


American Aviation was engaged in azine. The four-color centerspread 
field selling for any of our other | of the Post will promote the book- 
publications, including Missiles & jet, Cost of the entire promotion 
Rockets, which is being sold by |is estimated at about $650,000. Six 


direct mail. ) ; | pages of the booklet are in four 
It is our belief that the audit| colors, the others two colors. 


\difficulty can be cleared up with-| Knox Reeves Advertising, Min- 
|in the probation period.” # |neapolis, and General Mills are 


(Continued from Page 1) 
valid. Investigations are now un- 
der way to determine how many 
are valid. 

“Prompt action was taken against 


| ' {handling the insert. Cooperating 
Rally to Kick oft 

Houston ‘You Auto 
Buy Now’ Campaign 


Houston, March 27—A cam- 
paign to sell more automobiles 
will break in Houston April 2 with 


|advertisers are Stokely-Van Camp, 
|Geo. A. Hormel Co., McCormick- 


Schilling, Coleman Co., Dixie Cup 


o., American Dairy Assn. and 
|Corn Products Refining Co. 
Richard Burbank, of Knox 


| 


| 


Reeves, said this is the first time 
the Post has carried a booklet in- 
sert. Curtis Publishing Co. printed 


the start of saturation spot adver-|the booklet. 


| 


tising on radio and tv. 
| The selling campaign 


persons—mainly car 


think we have much of a destiny,” |in spurring new car sales—are ex- | 


Sterling C. Quinlan, American 
Broadcasting Co. vp in charge of 
WBKB, told a workshop of the Chi- 
cago chapter of American Wom- 
en in Radio & Television last 
Saturday. He was referring to the 


| pected. 


A similar campaign begins the 
same day in Atlanta. Campaigns 
are now set for nine other cities 
during April, including Chicago 
(April 12-19) and New /York- 


| 
| 


future of Chicago as an originat-|Newark-Brooklyn (April 19-26).| 


ing center of tv shows. 
Mr. Quinlan explained that 


|The campaigns will follow the re- 
|cent example of Cleveland, where 


The booklet will be promoted 


starts | with point of purchase displays and 
|Monday, April 7, with a rally at|other merchandising material. It 
Houston’s coliseum at which 6,000 contains 86 recipes and menu sug- 
salesmen, | gestions, plus tips on backyard par- 
don’t their friends and persons interested | ties, picnics and camping trips. +| 


James Cope Resigns 
Marketing VP Post 
at Chrysler Corp. 


Detroit, March 28—A man who 
figured prominently in the news 
when McCann-Erickson resigned | 


“Chicago, for the tv companies | dealers sold 7,000 new cars during|Chrysler to take on Buick (AA,}| 
that own us, is a phenomenal mar-/|a major publicity campaign (AA,| Feb. 17, 58) has resigned from | 


| ket—better than their other mar- 
|kets except perhaps New York 
| City. Why? Because this is a four- 
station market. Only four stations 
commercially in the nation’s sec- 
ond largest market . .. This city 
is not their creative zone. This is 
their vital money zone.” # 


Cook Joins ‘Modern Grocer’ 
William O. Cook, former partner 
in John R. Rutherford & Associ- 
ates, Chicago, publishers’ repre- 
sentative, has been named mid- 
western representative of Modern 


March 17). 

| The coordinating agency behind 
|the ad campaign, Kamin Advertis- 
|ing Agency, will provide mats and 


‘other advertising material to auto! 


dealers. Dealers will use them in 
their regular weekly space allot- 
ments and in the additional space 
they are buying for the event. 
This advertising is in addition to 
| the general campaign budget they 
have jointly built up. + 


4A‘s Elects Archer & Woodbury 


American Assn. of Advertising 


and scientists are engaged. Rate|Grocer and will operate out of of-| Agencies has elected Archer & 


for a b&w page, one time, will be 
$100. 


ifices at 161 E. Grand Ave., Chi- 
l cago. 


| Woodbury, Memphis, to member- 
ship. 


Chrysler Corp. 


James Cope, who has resigned 
his position as vp of corporate mar- | 
ket planning, told ADVERTISING AGE 
that his leaving Chrysler was in no 
way related to the agency switch. 
He declined to discuss his future 
plans. Mr. Cope previously was vp 
in charge of public relations be- 
fore being named to the newly cre- 
ated post last year (AA, July 8). 

Chrysler first learned that Mc- 
Cann was dropping its account last 


j}and Mr. 


Paul Harper 


Harper Is Exec 
VP as Needham 


Shifts Top Men 


Agency Names Five 
Directors, Three VPs 
for ‘Anticipated Growth’ 


CuHiIcaco, March 27—Needham, 
Louis & Brorby, Chicago, beefed up 
its management lineup this week, 
naming Paul C. Harper Jr. exec vp 
and elevating five present vps to an 
enlarged board of directors. Three 
new vps also were named. 

Mr. Harper, 37, who has been 
chairman of the operating commit- 
tee and a member of the plans 
board and board of directors since 
1952, assumes a newly created po- 
sition at the agency. 

New directors are: James G. Co- 
minos, director of the television- 
radio department; Edmond C. Dol- 
lard, account executive; Vinton H. 
Hall, account supervisor; Frederick 
A. Mitchell, vp in charge of the 
New York office; and F. Winslow 
Stetson Jr., account supervisor. 

Elected vps were Kenneth C. T. 
Snyder, head of commercial pro- 
duction in the television-radio de- 
partment; George M. Soter, head of 
the copy department in the agen- 
cy’s New York office; and Blair 
Vedder Jr., who was also boosted 
from assistant media director to 
media director. He replaces Otto 
R. Stadelman, who died March 15. 


® The enlarged board of directors 
now includes nine men. The mem- 
bers, in addition to those just 
named, are Maurice H. Needham, 
president; Melvin Brorby, senior 
vp; Max D. Anwyl, financial vp; 
Harper. W. Raymond 
Fowler, senior vp, is on leave of 
absence and has relinquished his 
board position. 

Commenting on the appoint- 


/ments, Mr. Needham said: “We are 
jconfident that these moves will 


further strengthen our organization 
and prepare us for anticipated 
growth. During the past year or so 


| we have added nine important new 
|accounts. Last year was the sev- 


enth consecutive one in which we 
showed a billing increase. I con- 
sider these facts measures of the 
agency’s vitality.” 

The agency reported billings of 
$32,902,050 in 1957 and $32,700,000 
in 1956. 


® New accounts garnered by 
NL&B during 1957 and thus far in 
1958 are Canadian Industries Ltd.; 
Massey-Ferguson Inc. (formerly 
Massey-Harris-Ferguson Inc.); 
Ac’cent (International Minerals & 
Chemical Corp.) ; Indian Head Mills 
Inc.; Swan soap (at present inac- 
tive; Lever Bros.); American 
Smelting & Refining Co.; Lipton 
Tea (Canada); Renault Inc., and 
Peugeot Inc. 

On the deficit side, Needham re- 
cently lost its $1,250,000 share of 


month when Marion Harper, Mc- 
Cann president, walked into Mr. 
Cope’s office and told him of the 
decision. Mr. Cope has been a 
Chrysler vp since 1952. + 


the Wilson & Co. account (AA, 
Jan. 20), and the Ken-L Products 
|division of Quaker Oats Co., Te- 
portedly billing about $3,500,000 
' (AA, March 3). # 
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Henry 8. du Pont, Vice-President, E. |. du Pont de Nemours & Company 


“We have a very substantial stake in Louisville and its future —a plant employing over 
two thousand people in the production of neoprene synthetic rubber and “Freon” refrig- 
erants. Having been an integral part of Louisville’s astonishing growth, it is quite obvious 
to us why the city has attained the status of a key industrial center. For an individual or 


an industry, Louisville offers a congenial atmosphere conducive to growth and progress.” 


SB EtL LEouisgwvitt éE F OR 


COMBINATION © 311,094 SUNDAY 


LOUISVILLE 


A Midwestern Industrial Market 

in the Ohio River Valley— 

The Ruhr of America 

where one Daily Newspaper Combination 
reaches 99% of the People. 
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| our folklore, but you recall how Dan’1 Boone —when not very 
hungry—would go hunting for fun. How, at such times, he tried out 
various shooting pieces which, he said, “was more elegant than reliable’’. 


When things got serious, however, and meat-in-the-pot was needed, 
Dan’! would unlimber “The Big One” —his long Kentucky rifle. And he 
would go out “meanin’ bizness’”’. 


* * * * 


Now on the adjoining page, you will find listed 248 advertisers. They 
have something in common. You might call them the Dan’l Boones of 
commerce and industry. Because one and all they have cast THIS WEEK 
Magazine in the role of “The Big One”—and settled down this first 
quarter of ’58 to serious “bizness’’. 


Their need is to sell lots of goods to lots of people. And they and their 
advertising agencies are well acquainted with THIS WEEK’s unique 
ability to influence the minds of millions and move vast quantities of 
merchandise. 


These advertisers—many of them using larger schedules than ever 
before —have already given us the biggest first quarter in THIS WEEK’s 
history; upped our revenue more than a million and a quarter dollars 
in that short period. 


Maybe you too can use the bigness, the quick action of THIS WEEK 
Magazine. It goes each Sunday into 12,000,000 homes. Used effectively 
it can put lots of “meat” in any advertiser’s pot. 
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ABBOTT LABORATORIES * Sucaryt 


ALUMINUM COMPANY OF AMERICA 
Alcoa Wrap 


AMERICAN DAIRY ASSOCIATION 
Milk 


AMERICAN HARD RUBBER CO. 
Ace Comb 


AMERICAN HOME PRODUCTS CORP. 


Anacin « Easy-Off Oven Cleaner 
Griffin Microsheen 


AMERICAN MARIETTA CO. 
Endust * O-Cedar Sponge Mop 
AMERICAN MOTORS CORPORATION 
Nash Rambler 


AMERICAN TOBACCO CO. 
Hit Parade Cigarettes 
Pall Mall Cigarettes 


ARMOUR AND CO. 
Chili Canned Meats 
Dash Dog Food 
Treet Canned Meats 


ARTISTIC CARD CO. INC. 
Greeting Cards 


ATLANTIS SALES CORP. 
French's Bird Seed 
French's Worcestershire Sauce 


BAUER & BLACK DIVISION OF 
THE KENDALL COMPANY 

Blue Jay * Curads 

Elastic Stockings 


BELTONE HEARING AID CO. 
Hearing Glasses 
THE BEST FOODS INC. « Rit Dye 
BISSELL CARPET SWEEPER CO. 
Carpet Sweeper 
BLACK, W. J. INC. 
Detective Book Club 
BLISTEX, INC. « Blistex 
BLOCK DRUG CO. 
Polident ¢ Poli-Grip 
BOOK-OF-THE-MONTH CLUB INC. 
Records 


BRECK, JOHN H. INC. 
Breck Shampoo 
BRILLO MANUFACTURING CO. 
Brillo Soap Pads 
BRISTOL-MYERS COMPANY 
Ammens Powder ¢ Ban Deodorant 
Bufferin * Theradan 
CALIFORNIA PACKING CORP. 
Del Monte Catsup 
Del Monte Pineapple 
Del Monte Prune Juice 


CALIFORNIA SPRAY CHEMICAL CORP. 


Ortho Spray 

CAMPANA SALES CO. 
Ayds * D. D. D. 

CAMPBELL SOUP COMPANY 
Soups ¢ Swanson TV Dinners 
Tomato Juice 

CANNON MILLS, INC. « Hosiery 


CHARLOTTE COUNTY LAND 
Real Estate 


CHESEBROUGH-POND’S INC. 
Dry Skin Cream «¢ Lip Ice 
Pertussin « Vaseline 

CHUN KING SALES INC. 
American-Oriental Foods 

CLARK-CLEVELAND INC. « Fasteeth 


CLING PEACH ADVISORY BOARD 
Cling Peaches 


CLUB ALUMINUM CO. 
H craft Waterless Cook 
COCA-COLA COMPANY * Coca-Cola 


COLGATE-PALMOLIVE COMPANY 
Cashmere Der wet Soap * Fab 
Florient « Vel Liquid 
Vel Powder ¢ Veto 


“COLUMBIA RECORDS INC. « Records 


The most widely read National Magazine in America 
sharing the power and prestige of these great Newspapers: 


The Baltimore Sunday Sun * The Birmingham News ¢ Boston Sunday Herald « Buffalo Evening News* 

The Charlotte Observer * Chicago Daily News « The Cincinnati Enquirer « Cleveland Plain Dealer 

The Dallas Morning News « The Denver Post « Des Moines Sunday Register « The Detroit News « The Houston Post 
The Indianapolis Star « The Jacksonville Florida Times-Union « Los Angeles Times * The Memphis Commercial Appea! 
The Miami News « The Milwaukee Journal « Minneapolis Sunday Tribune * New Orleans Times-Picayune-States 

New York Herald Tribune « Norfolk Virginian-Pilot and Portsmouth Star « The Philadelphia Sunday Bulletin 


COOPER, WM. & NEPHEWS, INC. 
vex 

CORN PRODUCTS REFINING CO. 
Karo « Kasco Dog Food 
Mazola + Niagara Starch 

DENVER CHEMICAL CO 
Antiphlogistine 

DE PREE CO. « Nullo 

DOLCIN CORP. « Dolcin 

DOUBLEDAY & CO., INC. 
Around the World Program 
Dollar Book Club « Literary Guild 
Nature Program 

DOWNYFLAKE FOODS, INC. 
Downyfiake Waffies 

DUSHARME PRODUCTS, INC. 
Hair Cremes 


EASTCO INC. « Clearasil 


ECONOMICS LABORATORY, INC. 
Electra-Sol ¢ Finish Detergent 


EDLUND CO. INC. « Can Openers 


AMERICA’S INDEPENDENT ELECTRIC 
LIGHT AND POWER COMPANIES 
Institutional 
EUREKA WILLIAMS CORP. 
Vacuum Cleaner 


EX-LAX INC. « Ex-Lax 
EZO PRODS. CO. « Dental Cushions 


FORMFIT CO. « Bra « Girdle 
FORD MOTOR CO. « Ford 
GENERAL ELECTRIC CO. 
Flash Bulbs « G.E. Mixer 
G.E. Products *« G.E. Radios 
G.E. Steam & Dry Iron 
GENERAL FOODS CORP. 
ell-O Gelatin * Minute Rice 
ell-O Chiffon Pie Fillin, 
inute Tapioca « Post Soasties 
Post Bran Flakes + Post Grape-Nuts 
Swans Down Cake Mix 
GENERAL MILLS, INC. 
Betty Crocker Cake Mixes 
Betty Crocker Meringue Mix 
Betty Crocker Pie Crust Mix 
Wheaties 
GENERAL MOTORS Tv 
CORPORATION + G.M.A 


GENERAL MOTORS CORPORATION 
Chevrolet * Institutional 
Oldsmobile + Pontiac 


GLIDDEN Co. 
Durkee’s Coconut * Durkee’s Spices 
Durkee’s Margarine 


GOLDEN PEACOCK CO. « Esoterica 
GOLO FOOTWEAR CORP. « Shoes 
GREEN GIANT CO. « Niblets Corn 


GREYSTONE CORP. 
Capital Record Club 

GROCERY STORE PRODUCTS, INC. 
Cream of Rice * Kitchen Bouquet 


HANSEN’S, CHR., LABORATORY, INC. 
“Junket” Danish Dessert 
“Junket” Fudge Mix 
HARRIS, H. E. & CO. « Stamps 
—., H. J. CO. 
Heinz Baby Foods * Heinz Ketchup 
HELENE CURTIS PRODUCTS, INC. 
Enden Shampoo 


HORMEL, GEO. A. & CO. 
Dinty Moore Beef Stew 
Hormel! Bacon * Mary Kitchen Hash 


INTERNATIONAL LATEX CORP. 
Playtex Bras ¢ Playtex Girdles 


JOHNS-MANVILLE CORP. 
Institutional 


JOHNSON & JOHNSON « Modess 
KELLOGG’S « All Bran « Corn Flakes 
KIMBERLY-CLARK CORP. « Fems 


The Phoenix Arizona Republic « The Pittsburgh Press « Portland Oregon Sunday Journal 
Providence Sunday Journal « Richmond Times-Dispatch « Rochester Dernocrat and Chronicle 


St. Louis Globe-Democrat « The Salt Lake Tribune * San Antonio Express and Sunday News « San Francisco Chronicle 


The Spokane Spok Review The Sy 


Post-Standard « The Washington Sunday Star * The Wichita Sunday Eagle 
*Effective October, 1958 


KLUTCH CO. « Kiutch 


KNOMARK MPG. CO. 
Esquire Shoe Polish 


KNOUSE FOODS COOPERATIVE, INC. 


Lucky Leaf Pie Filling 
KNOX, CHAS. B. CO. « Gelatine 
KRAFT FOODS COMPANY 
DeLuxe Margarine 
Kraft All Purpose Oil 
Miracle Whip 
LA CHOY FOOD PRODUCTS 
La Choy Chop Suey 
LANOLIN PLUS, INC. « Lanolin Plus 
LEA & PERRINS, INC. 
Worcestershire Sauc 
LEES, JAMES & SONS eenerany 
Lees Carpets 
LEHN & FINK PRODUCTS CORP. 
Etiquet Deodorant 
LEVER BROS. COMPANY 
Lipton Soup Mixes ¢ Surf 
Wishbone d Dressing 
LEWIS-HOWE COMPANY « Tums 
LIBBY, McNEILL & LIBBY 
Tomato Juice 
LILY OF FRANCE, INC. 
Enhance Girdle 
P. LORILLARD COMPANY 
Kent Cigarettes 
Newport Cigarettes 


MAIL POUCH TOBACCO COMPANY 
Kentucky Club Tobacco 


MASTIC TILE CORP. « Mastic Tile 


MAX FACTOR & CO. 
Creme Puff & Hi Fi Lipstick 


THE MENNEN COMPANY 

Skin Magic 
MIDLAND PHARMACAL CORP. 

Snug Denture Cushions 
MINUTE MAID CORP. 

Hi-C Orange Drink 

Minute Maid Orange Juice 
MORTON SALT COMPANY 

orton Salt 

MURINE CO., INC. « Murine 
THE MURRAY CORPORATION OF 
AMERICA 

Easy Washing Machine 

Eljer Bathroom 
E. J. MURVON SEED COMPANY 

Seeds 


NATIONAL BISCUIT COMPANY 
Dromedary Mixes * Sweet Goods 
Premium and Snowflake Saltines 


NATIONAL BOARD OF FIRE 
UNDERWRITERS ©* Insurance 


NATIONAL PRESTO INDUSTRIES, INC. 


Presto Electric Fry Pan 

NEW YORK LIFE INSURANCE CO. 
Insurance 

NEW YORK STOCK EXCHANGE 
Stock Information 

NORWICH PHARMACAL COMPANY 
Peptu-Bismol 

NOXZEMA CHEMICAL CO. 
Noxzema * Nozain 

O’SULLIVAN RUBBER CORP. 
Rubber Heels 

PAN-AMERICAN COFFEE BUREAU 
Coffee 

PARAGON ELECTRIC CO. 
Paragon Automatic Timers 

PEPSI-COLA COMPANY »* Pepsi-Cola 

PHARMACEUTICALS, INC. 


Geritol + Kreml « RDX 
Serutan * Sominex * Zarumin 


PHILIP MORRIS INC. 
Marlboro Cigarettes 


PILLSBURY MILLS, INC. 
ke and 
Pie Crust Mix 
Refrigerated Products 
PLANTABBS CORPORATION 
Plantabbs 


PLASTI-LINER COMPANY 
Plasti-Liner 
PLOUGH, INC. 
Musterole « St. Joseph Aspirin 
PROCTER & GAMBLE COMPANY 
Pace Home Permanent 


THE PRUDENTIAL INSURANCE CO. 
OF AMERICA 
Insurance 


RALSTON PURINA COMPANY 
Dog Chow 


RATH PACKING COMPANY 
Chop-ettes * Frozen Meat Balls 


READER’S DIGEST CONDENSED 
BOOK CLUB « Books 


RESINOL CHEMICAL COMPANY 
Resinol 

REVLON PRODUCTS CORPORATION 
Silicare 


R. J. REYNOLDS TOBACCO 
COMPANY « Salem Cigarettes 


RONSON CORPORATION 
Ronson Accessories 


RUBBERMAID, INCORPORATED 


SARONG, INC. « Girdles 


SCHIFFMANN, R. COMPANY 
Asthmador 


SCHOLL MANUFACTURING CO., INC, 
Ball-O-Foot + Foot Massager 
Foot Powder * Zino-pads 


SHEAFFER, W. A. PEN COMPANY 
Pens 


SINGER SEWING MACHINE 
COMPANY « Singer Sewing Machine 


S. O. S. COMPANY « S. 0. S. 
STATE PHARMACAL CO. 
A ing Nail Hard 


STAUFFER REDUCING INC. 
Home Plan 

STERLING DRUG, INC. 
Bayer Aspirin + Bayer Nasal Spray 
Campho-Phenique * Diaparene 
Midol + Phillips’ Milk of Magnesia 
ZBT 

STUDEBAKER-PACKARD CORP. 
Studebaker & Packard Cars 

TAMPAX INC. « Tampax 

TAPPAN STOVE CO. « Stove 

UNITED FRUIT CO. « Bananas 


Vv C A LABORATORY DIVISION, 
REXALL DRUG CO. 
All Products « Intracel « Rybutol 
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WARNER-LAMBERT PHARMACAL CO. 


Anahist Lozenges 

Anahist Nasal Spray 
Beauty Curl ¢ Listerine 
Pro Tooth Brush 

Super Anahist Cold Tablets 


WESSON OIL & SNOWDRIFT SALES 
COMPANY «+ Wesson Oil 


WESTINGHOUSE ELECTRIC CORP. 
Ranges * Refrigerator 
Television 


YARDLEY OF LONDON, INC. 
Yardley Dusting Powder 
Yardley Shaving Preparations 
Yardley Soaps 


ZONOLITE COMPANY « Zonolite 
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The Editorial Viewpoint .. . 


Thoughts on Automobile Selling 


It begins to look as though the automobile price jungle to which we 
addressed ourselves in these columns a couple of months ago is grad- 
ually being cleared up. And, immodestly or not, we want to claim a 
major share of the credit for getting something done. 

ADVERTISING AGE editorials on this subject have been widely quoted 
in newspapers, in automobile dealer association bulletins and publi- 
cations, and in Congress. Last week, Sen. Mike Monroney, chairman 
of the Senate subcommittee which studied automobile marketing, in- 
troduced (with Sen. Strom Thurmond) a bill to make it mandatory 
for all new cars to carry a label spelling out such details as factory 
suggested retail price, freight charges, tax, etc. Sen. Monroney not 
only put the AA editorials into the Congressional Record in support 
of his bill, but personally acknowledged their contribution to his 
thinking. 

Fortunately, the senator’s bill may be unnecessary, because the same 
editorials have already sparked a very considerable number of local 
movements toward the identical end of providing some starting point 
fer price discussions with automotive retailers. In various parts of 
the country, since the editorials appeared on Dec. 30 and Jan. 27, 
dealer associations have developed folders giving basic retail price 
information on Oldsmobile, Buick, Ford, Chevrolet and other cars, 
and the practice seems to be growing rapidly. 

In the meantime, we have been wondering whether the present in- 
ability to move satisfactory numbers of automobiles is wholly an 
economic problem, related to the present downturn in the economy, 
or whether it may not be complicated by a subtle change in the status 
of the automobile which is unrelated to the weekly paycheck. 

Could it be that some cars are not being sold because the public 
image of the automobile is changing, however slightly? Could it be 
that all of the magic elements that for so long have been the wonder 
of the merchandising world are beginning to lose a little of their 
luster, and that the recent sluggishness in the automobile market is 
the harbinger of a changed attitude toward cars on the part of a sub- 
stantial percentage of the American people? 

Could it be that the near-universal ownership of cars, combined 
with 35¢-a-gallon gasoline and 15-miles-per-gallon engines, plus 
always crowded roads and always inadequate parking facilities, plus 
huge insurance and license fees and increased prices for service and 
parts, are all combining to change the dream-image of the automo- 
bile slightly? 

We suggest, let us hasten to say, no revolutionary change in the 
public attitude toward automobiles. It does not take a revolutionary 
change to have an enormous impact on the market; a very slight 
change in the intensity of the desire for a new car can have a tre- 
mendous effect. 

These are questions which deserve the most caretul thought. A lack 
of sales due to economic conditions is temporary; a slightly lessened 
desire to buy the product, regardless of economic conditions, may be 
permanent and much more important to the total economy. 


Shape of Things to Come? 


While we are suggesting things to watch and ponder, we cannot 
fail to call your attention to the news flash in this publication last 


Advertising Age 


Trade Mark Registered . THE NATIONAL NEWSPAPER OF MARKETING 


Issued every Monday by Advertising Publications, Inc. G. D. CRAIN JR., 
president and publisher. 8. BR. BERNSTEIN, O. L. BRUNS, J. C. GAFFORD, 
G. D. LEWIS, vice-presidents. C. B. GROOMES, treasurer. 


Published at 200 E. Illinois St., Chicago 11 (DE 7-5200). Offices at 480 Lexington 
Ave., New York 17 (Plaza 5-0404); National Press Bidg., Washington 4, D. C. 
(RE 7-7659); 17089 W. 8th St., Los Angeles 17 (DU 8-1179); 703 Market St., San 
Francisco 3 (DO 2-4994); 520 S. W. Sixth Ave., Portland 4, Ore. (CA 6-2561). 

Member Audit Bureau of Circulations, A Publications, Mag- 
azine Publishers Association, National Business Publications. 


EDITORIAL 
8. R. Bernstein, editorial director. John Crichton, editor. Jarlath J. Graham, 
managing editor. Den Morris, istant managing 


Senior editors: Washington—Stanley E. Cohen. New York—James V. O'Gara 
(in charge), Maurine Christopher (broadcast), Milten Moskowitz (internation- 
al). Chicago—Emily C. Mall (features), Murray E. Crain, Merle Kingman. 
Associates: New York—Charies Downes, Lawrence Bernard, Phyllis Johnson. 
Chicago—Albert Stephanides, Shirley Uliman, Emmett Curme, John 8. Lynch, 
Betty Cechran, Lawrence E. Doherty. 

F. J. Fanning, editorial production. Elizabeth G. Carisen, librarian. Corre- 
spondents in all principal cities. 


ADVERTISING 

Jack C. Gafford, advertising director. Gerden D. Lewis, manager sales and 
service; William Hanus, assistant manager; BR. W. Kraft, production manager. 
New York: Harry Hoole, eastern advertising manager; John P. Candia, David 
J. Cleary Jr., Louis DeMarco, Daniel J. Long, Alfred 8. Reed, Alfred Malecki, 
B. Richard Westen. Chicago: E. 8. Mansfield, Arthur E. Merts, Red H. Minchin, 
David J. Bailey, Jack Barnett. Los Angeles: (Simpson-Reilly Ltd.) Walter 8. 
Reilly, James March, Roy Margrave, Wayne Stoops. San Francisco: (Simpson- 
Reilly Ltd.) Daryl James Jr. Portland: (Frank J. McHugh Co.) Frank J. 
McHugh Jr. Seattle: (Frank J. McHugh Co.) Thomas A. Knowles. 


jated Pusi 


25 cents a copy, $3 a year, $5 two years, $6 three years in U. S., Canada and 
Pan America. Elsewhere $4 a year extra. Four weeks’ notice required for 
hange of add Myren A. Hartenfeld, circulation director. 


| Gladys the beautiful receptionist 


23 
. 
“= 
“yr 
Mee 


¢ 


a a hr) tt 


—John Evans, John Evans Advertising, Chicago. 


“They’re putting in a time clock for coffee breaks; time and a half 
if you don’t take any.” 


all its advertising suppliers, like photoengravers and lithographers, 
bill it direct instead of through its agencies—after which it would re- 
mit the agency commission involved to the various agencies. 

All advertisers, we are sure, buy some material of this kind direct 
now, but the Schenley plan to have all such materials billed to the 
company again represents a change which could be extremely im- 
portant in spelling out the future course of agency-client relationships 
and methods of compensation. 

Even if the commission rate is unchanged in the Schenley case 
(which we find it difficult to believe will be the case), a shift in 
| billing by suppliers is bound to have some rather far-reaching effects, 
_ and the plan therefore deserves the close scrutiny of everyone in the 
business. 

Our own personal reaction tends to be negative, because it sounds 
as though, if the plan is adopted, engravings and artwork and all 
other types of advertising materials will be bought on a sort of 
standardized price basis. And we don’t believe that in this creative 
and craftsman’s area, price should always be the controlling factor. 


at tt a 


What They're Saying . . 


Source of Strength jthem out. They recognize that if 

One of the great hidden sources | the press publishes unfavorable 
of strength in the economy is the|news about them or their compa- 
vast number of new products which ny, it is better to look into the facts 
will be making an appearance in|before condemning the press for 
‘the next few years. Half of our in-| fancied hostility. There are not 
dustries expect 80% or more of|™any business men of stature who 
their sales growth by 1960 to come |40 not think they have enough to 
from products not sold in 1956. ‘do to run their own businesses 

—Conrad Jones, partner of Booz, Al- | these days without taking on the 
| len & Hamilton, speaking at a meet- job of telling newspapers how to 
| 


ing of the Chicago chapter, National | 


Industrial Advertisers Assn. |run theirs. 


—From a speech by T. J. Ross, senior 
partner, Ivy Lee & T. J. Ross, to the 
New York chapter, Public Relations 
Society of America. 


Mind Your Own Business 
No apology should be expected | 

from the press for seeking infor-| 

mation. The press’ judgment as to | Not So ‘Hidden’ 

what is news should be respected;| [pn fine, “The Hidden Persuaders” 

at least, it should be recognized as | jg good title, but scarcely a de- 


a realistic fact to be dealt with. | scriptive one. Unfortunately, most 


'As public relations-mindedness of the persuaders are about as hid- 
grows among business executives, | den as a double-page spread in col- 
|few management people expect) or in the Women’s Weekly. 

their public relations men to write 
the newspaper headlines, to get | 


|things in the papers or to keep| lished in Sydney, Australia. 


week which said that Schenley Industries is studying a plan to have | 


—Loyd Ring Coleman, in a review of 
“The Hidden Persuaders,” in The Ob- 
server, new fortnightly review pub- 


Advertising Age, March 31, 1958 


| Rough Proofs 


Sen. Mike Monroney says auto- 
mobile prices represent “a Hydra- 
matic pea in a Madison Ave. shell 
| game.” 

Madison Ave. even gets credit 
‘nowadays for decisions made in 
Detroit. 

e 

“Help us cut prices, Sears tells 
suppliers.” 

Mr. Houser and friends saw 
what happened to retail sales when 
small appliances went off fair 
trade. 

e 


| $Schenley, the story says, wants 
to pay suppliers direct to “assure 
comparable prices for comparable 
work” and control costs. 

Production managers may be as 
important in keeping clients happy 
|as the account men. 
| ° 
| Stung by rising sales of im- 
| ported cars, a California Chevrolet 
dealer uses newspaper space to in- 
quire, “Ever try to get parts for a 
foreign car?” 
| General Motors and Ford don’t 
| seem to think it’s much of a prob- 
lem. 
| . 
| “Millions of Americans,” says 
JWT, “have become experts at in- 
| creasing their incomes, but they re- 
main babes in the woods at manag- 
|ing their higher incomes.” 

In the battle between domestic 
budgets and advertising, advertis- 
ing usually wins. 

* 


E. B. Weiss is moved to wonder 
|who will evaluate the omniscient 
/management consultants who are 
jnow undertaking to evaluate ad- 
vertising. 

Who can reverse the Supreme 
Court? 


Paul Willis points out that food 
sales are running 6% to 10% ahead 
of last year. 

The ability to consume is always 
in evidence when it comes to the 
groceries. 


The gay Schlitzer is said to be 
disappearing from the advertising 
of the beer that made Milwaukee 
famous, even though he boosted 
sales ahead of the product made 
famous by the St. Louis Cardinals. 
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Duke Handy, the hero of the 
new Sunday comics feature to be 
owned and used by Philip Morris, 
won’t have to be funny if he turns 
out to be a salesman. 


“'57 Colgate domestic sales off 
$22,000,000; net up,” the headline 
says. 
| This is the sort of financial 
switch many a company would 
|have been glad to duplicate. 

. 


It doesn’t seem to have occurred 
to Congress, which is so eager to 
combat the recession, that putting 
the brakes on promotion by in- 
creasing postal rates is hardly the 
way to do it. 

. 


The New York Yankees are sug- 
gesting that maybe the Phillies 
should take the place of Kansas 
City in the American League. 

Is nothing sacred to the icono- 
clasts? 
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THERE’S MORE THAN MEETS THE EYE in The _ story. (With essential “‘stop-overs’’ at the ad- . ‘ 
4 , * . . . . Pd 7 covert ‘— 
Inquirer, of course. But baby’s moved by the _ vertisements!) This distinguished format, new ? 


eye-catching quality of this attractive front- typography and excellent reproduction were fac- cawnsverausa Dy 
page. Much effort and energy are devoted by tors in the bestowal of a 1957 AYER AWARD = cone 24 a ee 
the editors to provide a format that leads _ on the first newspaper in Delaware Valley. Cer- hewn a , etl a a ae, 
readers from page to page... from story to tainly your advertising belongs in The Inquirer. GES flit Sy 
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GET AGE families buy most 
GET AGE families buy most of all automobile tires 


of all major home appliances 


GET AGE families buy most 
of all tobacco products 


GET AGE families buy most 
of all portable TV sets 


THE GET AGE: The years between 16 and 49. For advertisers, the most 
profitable age of man (or woman). GET AGE families, as a group, spend more than 
two-thirds of America’s money...an average of one-third more, per household, 
than any other age group.* And you get more GET AGE families for your money 


on ABC Television than on any other network! 


*Source: Alfred Politz, “Life Study of Consumer Bxpenditures iw5T. ** Average audtence wased only on homes with housewife as classified by A. C. Nictsen. *** Average audience and 
Program cost data based on A. ¢ Nielsen, November. December, 1957 s lay through Saturday, 7:50-l0-30 PM NYT i t pe tt ard leone per commercial w ite for 
housewife homes (16-49 years of age) based on programming costs pro-rated to include all A. C. Nielsen housewife-classified home *Source: A. C. Niclsen—TVB Report, May June, 1957. 
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GET AGE families buy most 


ipment 
GET AGE families buy of all sports equipm 


most of all soft drinks GET AGE families buy 
most of all cosmetics 


GET AGE families buy most of 
all smaller home appliances 


75% of ABC's average audience** is made up of GET AGE households! Corresponding figures 
for the other two networks are 67% and 69% respectively. Cost per thousand for GET AGE 
householders on ABC is *4.18. The other two: $4.66 and $5.12.*** 


What's in the GET AGE for you? Over half of America’s families.“ The families who are young and 
growing, whose wants and appetites are most prodigious . . . whose buying habits have yet to jell. And 
families at the very peak of their earning power ... who are buying more than they ever will again. GET AGE 
families consume an average of 40% more coffee . . . 30° more margarine... 148‘: more cigarettes per house- 
hold than older families.; They buy far more food and beverages, far more drugs and cosmetics, far more 
home appliances, far more of almost everything that’s advertised on television. 

A fabulous age to get. And you get them at the GET AGE on ABC-TV! 


ABC TELEVISION 
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STARCH S2nd_ CONSUMER 94.2% of all ELKS Magazine households 
MAGAZINE REPORT REVEALS : 
—— surveyed own one or more automobiles. 


~ . . = 
| 3 Gar fn What's more, 31.2% bought new cars in the 
ii. : last 12 months. The ELKS Magazine leads all 


RE Sig: omy 


others in this category. 


se €F Each 100 ELKS Magazine households own 
128.5 automobiles—a classification in which 
FOR CAR The ELKS is exceeded by only one other 


MANUFACTURERS AND a | | 
THEIR AGENCIES The median income of ELKS households is 


: $6,636. This explains why ELKS rate so high in 
car ownership and can buy new cars more 
frequently. Automobile manufacturers can 
reach this exceptional market of 1,204,117 ELKS 
through advertising in THE ELKS MAGAZINE. 
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“Search me... the hats with it belong to those 


media guys who were talking about 


the Cincinnati Enquirer.” 


You've seen the Daily Enquirer shooting up in 
stature to become the Solid No. 1 in Solid Cincinnati. 
But did you know HOW tall and how solid it has 
become? Take City Zone Circulation. Its 148,250 now 
tops the next tallest daily by 25,000. Take Retail Dis- 
play Linage. Its 10,429,000 lines now overshadow the 
second daily by a gigantic 2,485,000 lines* You name 
it. The Daily Enquirer's almost a sure bet to be big- 
gest by a margin that is getting bigger every month. 
Want the figures? Call Moloney, Regan & Schmitt Inc. 

*Year, 1957. 


A GIANT is growing in Solid Cincinnati! 
... It’s The Cincinnati Daily Enquirer. 


Solid Concinnati reads the Concinnats Enquirer 


Advertising Age, March 31, 1958 


Getting Personal 


Rudolph Montgelas, senior vp of Ted Bates & Co., has a new son: 
Mark Maximillian, born March 7... 

W. Howard Chase, president of Communication Counselors, New 
York, has been elected to the board of trustees of Mannes College 
of Music...Syracuse University School of Journalism has awarded 
distinguished service medals to Elon G. Borton, AA columnist and 
former AFA president; John N. Heiskell, president, Arkansas Ga- 
zette; Alfred H. Kirchhofer, editor, Buffalo Evening News; and Ed- 
ward A. O’Hara, publisher, Syracuse Herald-Journal and Herald- 
American. . 


CHICAGOANS IN ARIZONA—Mr. and Mrs. Joseph Falls (left) and Mr. 
and Mrs. Bowman Kreer, with their son, Tommy, join ranks at Para- 
dise Inn, near Phoenix, for their spring vacations. Mr. Falls is as- 
sistant manager of Life’s Chicago office, and Mr. Kreer, vp of Camp- 
bell-Mithun and co-manager of the agency’s Chicago office. 


Don Keen, press relations director of the American Management 
Assn., became a father Feb. 26—his daughter’s name is Pamela 
Lynn... 

On the political front: It’s Benton vs. Bowles now that former Gov. 
Chester Bowles has tossed his hat into the Democratic senatorial 
nomination ring in Connecticut. The first candidate to declare him- 
self was Bowles’ onetime ad partner, former Sen. William Benton... 

On the legislative front: Rep. John M. Lupton of Weston, Conn., 
president of John Mather Lupton Co., has prepared two bills for the 
Connecticut general assembly dealing with home building and state 
unemployment. Ill in Norwalk hospital with a blood infection, he 
was unable to present the bills personally, however... 


WRESTLING SALESMAN—Winner of the New England AAU 175-pound 

wrestling title, Frank Keenan Jr., TV Guide’s New England adver- 

tising representative, has his muscles checked by Joan Sibella of 

the magazine’s Boston office. He holds the trophy he won in the 
tourney. 


Art Keylor, Life’s business manager, is chirping over winning the 
Snobird’s golden anniversary golf tournament recently. This winter- 
ized golf tourney was played in ankle-deep snow and 28-degree 
temperature ... 

Harold A. Lifton, head of Lifton, Gold & Asher, New York agency, 
will be honored at a testimonial dinner by New York’s City Col- 
lege ... 

In May, Second Lt. Richard G. Geldard plans to return to Fletcher 
D. Richards Inc. upon his release from active duty. In June he’ll be 
married to Lynne Willson Adams... 

Stephanie Grinnell and Martin H. Landey, account exec at Alt- 
man & Stoller Advertising, New York, are honeymooning in Paris 
after their March 16 wedding... 

P. I. Prentice, editor and publisher of House & Home, has been 
awarded the distinguished services award of the National Assn. of 
Home Builders. He’s one of the few non-members to be so honored. . . 

Harry Bressler, vp in charge of radio and tv commercials at Doh- 
erty, Clifford, Steers & Shenfield, won second prize for his creeping 
fig tree at the 41st annual International Flower Show. The tree was 
grown in Harry’s office, but it missed its cue at the show: first prize 
went to a tree that was in bloom... 

Warner S. Shelly, president of N. W. Ayer & Son, will serve as 
vice-chairman of the 1958 special gifts campaign of the National 
Conference of Christians & Jews... 
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In the top 10 U. S. markets 
The Washington Post and Times Herald 
led all other morning papers and all but 
three evening papers in retail grocery 


advertising during the year 1957 


...and grocery advertisers, both retail 


and national, invested more dollars in 


The Washington Post and Times Herald 


than in any other Washington paper. 


50% more circulation than any other Washington newspaper... more home delivered 
circulation than the second paper has total... and the lowest advertising cost per 1000 readers. 


Represented By: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los 
Angeles, Seattle; Joshua B. Powers, Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico; Allin Asso- 
ciates—Toronto and Montreal, Canada; The Hal Winter Co.— Miami Beach, Florida; Tom McGill—West Roxbury, Massachu- 
setts; Puck, The Comic Weekly: A. R. Lerner—Paris; France; Robert S. S. Farley—Financial Representative in New York. 
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174 stations have made tremendous profits with strip 
programming! Even in its fourth, fifth, sixth — or seventh run, 
“My Little Margie” has topped leading network, syndicated 
and local shows...a top money-maker for every station 

that has bought it. 126 sparkling episodes available. 


Ratings prove “My Little Margie” is still No. 1! 


Houston-Galveston . . . 6:00 PM... 23.8 A.R.B.... Sth Run 
Against “World At Large” / “Newsreel” Av. 14.7, 
“TV News” & “ABC News” 11.2 


New Orleans .. . 4:30 PM... 22.1 A.R.B.... 4th Run 
Against “American Bandstand” 12.4, “Four Most Features” 8.1 


St. Louis ... 4:30 PM... 18.2 A.R.B.... 4th Run 
Against “Gil Newsome” 3.7, “Do You Trust Your Wife?” 3.5 


Birmingham . . . 5:00 PM... 18.3 A.R.B.... 3rd Run 
Against “Fun at Five” 12.0 


Buffalo ... 10:00 AM... 13.5 A.R.B.... 4th Run 
Against “Garry Moore” 6.1, “Arlene Francis” .7 


Call the leader 
in strip 
programming REPRESENTATIVES: 
Atlanta * Atwood 9610 
Beverly Hills * Crestview 6-3528 
Chicago * Dearborn 2-5246 
Cincinnati ¢ Cherry 1-4088 
Dallas * Emerson 8-7467 
Fayetteville * Hillcrest 2-5485 
Ft. Lauderdale * Logan 6-1981 
OFFICIAL FILMS, Inc. Minneapolis * Walnut 2-2743 


25 West 45 St., New York San Francisco * Juniper 5-3313 
PLaza 7-0100 St. Louis * Yorktown 5-9231 
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Point of Purchase 
Faces Challenging 
Future: Gallagher 


Cuicaco, March 25—A number of 
major changes are due to take 
place in the point of purchase in- 
dustry in the future, according to 
Les Gallagher, merchandising di- 
rector, Ketchum, MacLeod & 
Grove, Pittsburgh, writing in the 
April issue of Advertising Require- 
ments. 

These changes include: 

1. A new type of point of pur- 
chase supplier, which will integrate 
p.o.p. plans with over-all advertis- 
ing plans. 

2. Development of new outlets 
for p.o.p., with shopping centers 
leading. 

3. Greater use of p.o.p. by the 
“merchant builder,” with displays 
being tailored for use in model 
homes shown to the public. 

4. The re-establishment and im- 
orovement of displays in older out- 
lets, such as major chains like the 
Sears department stores. 


s Elaborating these points, Mr. 
Gallagher said the supplier has 
been forced to assume the respon- 
sibility for building prestige and 
understanding for p.o.p. 

“Today’s buyers of point of pur- 
chase materials ask more of their 
supplier than a thorough knowl- 
edge of materials and processes,” 
he says. “They want him to be 
able to plan intelligently in the 


realm of contests, premiums, deals, | 


distributors, as well as outlets of 
all types.” 


e Of shopping centers: “Both 
agencies and p.o.p. suppliers face 
the challenge of helping their cli- 
ents program properly for these 
new centers. As individual stores, 
they may seem little different from 
the same stores stretched out along 
our Main Streets. But put together 
in a center of 20 to 120 different 
stores, they become a single outlet, 
for the center usually operates as 
a unit.” 


e Of the merchant builder: 
“Among others, Life and Better 
Homes & Gardens have already or- 
ganized programs that help man- 
ufacturers put their sales messages 
at the point of purchase, before the 
millions of people who tramp 
through model homes each year.” 


e Of re-establishing p.o.p. in older 
outlets: “The challenge is there; 
the business is there. It is time for 
the agency, the manufacturer and 
the point of purchase supplier to 
take a page from the department 
stores’ own display book. We 
should start to design p.o.p. dis- 
plays and programs in harmony 
with current department store win- 
dow materials and _ accessories. 
They must be custom designed to 
the corporate image of each chain 
or department store.” 


Mr. Gallagher predicted that in 
the future p.o.p. will see “bigger 


Keep 
Top Brass 
informed 


Give your management all the facts! 
Keeping up-to-date on what's going 
on is a must in today’s fast-moving 
business scene. Our clipping cover- 
age of over 3500 business, farm and 
consumer magazines, as listed in 
Bacon's Publicity Checker gives you 
the assurance of a complete clipping 
service. Check into our complete 
service today! 


BACON CAN GIVE YOU CLIPS ON: 
+ Publicity + Subject Research 
+ Competitive Publicity & Advertising 
Send for Booklet No. 56 
“How Business Uses Clippings” 


BACON'S CLIPPING BUREAU 
14 E. Jackson Bivd., Chicago 4, Ill. 
WAbash 2-8419 


displays; giant, dramatic ideas”; 
competitive products fighting to 
outdo each other in service plans, 
with more and more store-wide 
programs, and more exciting de- 
sign approaches. # 


Nielsen Names Peckham 

J. O. Peckham Jr. has been 
named client service executive in 
the Chicago office of A. C. Nielsen 
Co. He has been with Nielsen for 


eight years, most recently in the | 


statistical control department. 
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Jones & Taylor Adds Two 

Jones & Taylor, South Bend, 
Ind., has been appointed to handle 
advertising for the Michigan Wine- 
ries Inc. and Paw Paw Grape 
Juice Co., Paw Paw, Mich. The 
winery produces grape wines mar- 
keted under Cask, Rosalie and Am- 
bassador Club brand names. Pro- 
motion plans call for newspaper 
and point of purchase advertising. 
Plans for promoting Paw Paw 
grape juice have not been set, the 
agency said. 


Forman Joins Lewyt 
George Forman, formerly direc- 


_tor of advertising and sales promo- 
tion of Emerson Radio & Phono- 


graph Corp., has joined Lewyt 
Corp., Long Island City, N. Y., as 
advertising and sales promotion 
manager. He succeeds Arthur 
Young, who has joined Ketchum, 
MacLeod & Grove as a copywriter. 


Grayson Joins Mohr & Eicoft 
Herbert F. Grayson has been ap- 
pointed account executive and di- 


| rector of public relations of Mohr 
& Eicoff Inc., Chicago. Mr. Grayson 
formerly was director of informa- 
tion services at WBBM and 
WBBM-TV, Chicago. 


Thomas Joins Dawson Co. 

Frank Thomas, formerly media 
director of August Dorr Associates 
Advertising, and Friedlander, Ro- 
land, Bodee, both Miami, has 
joined the sales staff of Dawson 
Co., Miami, publishers’ representa- 
tive. 
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The Charleston Gazette 
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One-Two Punch in Wes 


River. Sears Roebuck’s new home is on the left. 


HERE IS ROUGHLY ONE-HALF of Charles 


HUGE CHEMICAL INDUSTRY SPARKS SOLID GROWTH IN 


ton’s Ment of Siaieele Sheshision lies to the left of | State Sat The 
five mile boulevard fronting on the Great Kanawha|the tall river front building toward the right. In|skyline and carries 


the far right distance is the dome of West Virginia’s | industrialized Kana 


Charleston Is West Virginia’s 
State and Industrial Capital 


Charleston is the state and In- 
dustrial Capitol of West Virginia. 
The city is sales and distribution 
hub for a huge area. Conversely, 
it is shopping mecca and adminis- 
trative center for half the state. 

Charleston also is a clearly de- 
fined market with the nearest 
major city some 200 miles distant. 
It is the most important market 
between Washington and Cincin- 


. 
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An estimated $226, 150, 000 worth | 
of chemical producing facilities 
will be built in West Virginia dur- 
ing 1958-59, the Manufacturing 
Chemist Assn. estimates. This in- 
cludes $124,600,000 for 21 projects 
under construction, and $101,500,- 
000 for seven projects definitely 
planned and scheduled for com- 
pletion by 1960. Chemicals are the 


Newspaper Agency (orporation Publishers The Charleston Gaz 
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nati, and between Pittsburgh and 
Nashville. 

Charleston’s solid growth is 
traceable not only to its own huge 
chemical and industrial plants, but 
to selling and servicing the sur- 
rounding areas which embrace the 
nation’s largest producing bitumi- 
nous coal fields. 

Chemicals and glass are three- 
shift industries, hence a real wal- 
lop in the payroll. It is often heard 


that grocery carts at super mar- 
kets here run the highest check- 
out tapes in the nation. Average 
Worker’s Income here was reported 
Feb. 8 as third highest in a 56-city 
“Across the Nation” survey as 
published in U. S. News and World 
Report based on U. S. Dept. of 
Labor figures. 


The Charleston newspapers have | § 


grown with the region and unique- 
ly serve the area. Now combining 
their coverage and co-ordinating 
their services on a highly objective 
basis, these two top West Virginia 
papers offer head and shoulders 
the most powerful sales force with- 
in the State’s borders, 


Carbide Finds New Uses for Chemicals Here 


22S me ee 
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fastest growing per eer ven in the| 
American economy, Sales Manage- 
ment says, and estimates that sale 
of chemicals by 1965 will have 
rocketed to $32,000,000,000 from 
$21,000,000,000 for a 43% increase. 

Representative of this construc- 
tion is Union Carbide’s new devel- 
opment laboratories (shown above) 
at nearby South Charleston. This 
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== \ley is this Union Carbide opera- 


in mid-1958. 
is a new engineering 
building rapidly going up and 
these units form a new, modern 
campus-like technical center for 
experimental and engineering work. 

In chemistry the cycle begins 


is to be completed 
Adjacent 


with research and the process 
from test tube to tank car starts 
rolling. (See plant item right) 


0 ames 


LARGEST OF THE chemical 
plants in Kanawha’s Magic Val- 


tion just down-stream from 
Charleston’s city limits. 

Here the link between test 
tube and tank car is completed 
on some 400 different product 
combinations. Research and pro- 
duct engineering have now 
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Advertising Age, March 31, 1958 


LP-Gas Council to Sponsor 
Network Radio Newscast Show 

The national LP-Gas Council, 
Chicago, will sponsor a 26-week 
schedule of weekend five-minute 
newscasts over 400 stations of the 
Mutual radio network. Council 
members will be given a chance to 
tie in by buying spot commercials 
on local stations either before or 
after the council’s newscasts. 

The programs will begin in 
April and run until mid-October. 


Dee ge aay oF ey 


has used network radio. McCann- 
Erickson, Chicago, is the agency. 


Rambler Issues Booklet 
“X-Ray,” a 32-page booklet 
which compares the low-price cars, 
has been issued by American Mo- 
tors Corp. The booklet compares 
the 1958 Rambler with the other 
low-price makes in styling, con- 
struction, safety, mechanical fea- 
tures, interior room and others. 
Copies are available at Rambler 
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Delson Expands Marketing 
Delson Candy Co., New York, 
will begin a radio campaign in 
New England April 1. The com- 
pany currently markets in the New 
York area exclusively. Spots will 
be broadcast daily for a year on 
| WBZ, Boston; WBZA, Springfield; 
WCCC, Hartford, and WICE, Pro- 
vidence. Delson Merri-Mints and 
Delson chocolate covered thin 
mints will be promoted. H. B. 
Humphrey, Alley & Richards, New 


Flamingo Telefilm 
Expands Sales Staft 

The addition of five new mem- 
bers to the staff of Flamingo Tele- 
\film Sales, New York, as part of 
the tv film producer and distribu- 
tor’s expansion program, now com- 
pletes the organization’s sales 
force. 

The additions are headed by Ed 
Palmer, formerly with Official 
Films, who has been appointed 
director of station relations. Also 


regional managers, Jeff Davis for 
the southern division and Robert 
Conn for the eastern division. Ken 
Rowswell, appointed regional man- 
ager for the southwest area, and 
Julian Ludwig, named to operate 
the West Coast office, previously 
were with Flamingo Films before 
its reorganization. 


Direct Mail Booklet Issued 
The Mail Advertising Service 
Assn. International, Detroit, has 


—_ 


This is the first time the council | dealers. York, is the agency. from Official Films are two new 


jo Charleston Daily Mail 


published a 16-page booklet, “Di- 
rect Mail Advertising—What? 
Why? When? How?” It is intend- 
ed for distribution among adver- 
tising clubs and at direct mail days 
and other advertising functions. 


WFBG Seeks Power, Band Shift 

The radio and tv division of Tri- 
angle Publications Inc., Philadel- 
phia, has petitioned the Federal 
Communications Commission for 


: ™N . e LJ permission to move WFBG, Al- = 
OmMmbDIMNEeEs er Crrinic Esse § 

watts to 1290kc and 5,000 watts 

q A 9 daytime and 1,000 watts nighttime. 
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jt Virginia’s No. | Market 


Blue Chips Names 
Have Plants Here 


The roster of industry in the 
Great Kanawha Valley is heavily 


New 23-County Coverage Area 
Reaches Million-Plus Bracket 


The Charleston Newspapers, long the Top Two in Circula- 
tion in West Virginia, combine their business and printing 
operations on April 1, 1958. 


AREA 


| weighted toward chemistry. This has the immediate effect of creating what might ak 
| On the city’s outskirts lie the | Well be considered a New Market—the State’s Number 1 BRAND-NEW! 
plants of Blue Chip names like | Market. FIRST- RUN! 


Union Carbide, duPont, Monsanto, 
American Viscose, Westvaco, Chlor | 
‘and Ohio-Apex Divisions of Food 
Machinery Corp., Diamond Alkali, 
Goodrich Gulf, Nitro Pencil, Bari 

um Reduction and numerous satel- 
|lites in the chemical firmament. 


It meant the arrival of a new One-Two sales punch in a 
solidly growing area. 

It is axiomatic in the newspaper industry that “any market 
is as big as its best newspapers make it.” With the two 
Charleston newspapers now joining forces and combining their 
coverage—The Gazette morning and The Daily Mail evening 
—a market of more than One Million People will now be 
covered to remarkable depth. 

Prior to the combination the morning newspaper had a 
Primary Market of nine counties. Now the added impact of 
the evening paper’s circulation broadens the Primary Market 
to 14 counties with 653,000 people. A Secondary group of 9 
counties with 350,300 people brings the total Market to the 
Million Plus bracket. 

Advertisers will plough to a depth of 76.6% Household 
Coverage in the 14-County Primary Market. In the Secondary 
9-County Market they will get 10‘« coverage. They will have 
access to 47.8% of West Virginia’s families and 46.3‘: 
Consumers Spendable Income, according to Standard Rate & 
Data Service estimates. 

Effective with the business consolidation of the two papers 
a new rate card was developed. It offers Bulk Discounts. 
Also the card was revised to the standarized form as recom- 
mended by the AAAA’s. 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Motion Picture Feature 
Box-office record-breaker in the 
top motion picture theatres. 
N. Y. Times—“‘story superior” 
--“‘a box-office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated ‘““The Adventures of Tug- 
boat Annie” a TV favorite— 
certified by Haskins & Sells, 
C. P. A. 


CBC TV Network 


R. B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience’ — 
“general public, through mail 
and telephone calls, indicates 
| strong appeal for every mem- 


photo (lower right) picks up the Nearby are the world’s largest 
it eastward toward the highly | bituminous coal fields. Coal, oil, 
wha Valley. 


d 
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gas, brine and glass sand clays all 
are here to work with and are 
| being combined in myriad forms 
|—hence the name Magic Valley 
lthat has long been used to de- 
scribe the area. The American 
Ruhr is another name once affixed 
|to the area by Fortune Magazine. 


Charleston and the Great Ka- 
nawha Valley were fast develop- 
ing in 1929 and hardly felt that 
depression. Chemistry not yet has 
altered any of their expansion 
plans and every indication points 
to the Magic Valley taking the 
current “recession” in stride. 


Charleston Gets New Additions to Skyline 


O'S SPSS See 


stepped up the pace to two new 
products monthly. Emerging 
here are components for trade 
names like Vinylite, Pyrofax, 
Eveready Batteries, Prestone, 
Trek, Dynel Fiber and many an- 
other lesser known because they 
veer off into the highly tech- 
nical, medical, plastics and other 


ber of the family.”” Tugboat 

Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


ae ssrha't ” 


ere oe eS 
This photo picks up where the 


; ~~ 
stacks of Libbey-Owens-Ford (flat 


. cleared a residential area on which 

fields. skyline view (above) ends and| glass) and Owens-Illinois (bottles).| to erect a large engineering build- 
carries on up the Great Kanawha|In between lie Watt Powell Park, | ing. 

> ° . . Valley. On the right is the new|home of Charleston’s Triple A On up the Valley lie duPont, 

ent, Gavin & Sinding, Inc, \eleven - story United Fuel Gas|American Association Baseball | Electro Metallurgical, two Appala- 
ore. e the cag the dome pag 4 ae dollar Charles- — ~~ a Plants, the 
0 fest Virginia’s State Capitol |ton Memoria ospital and Morris| Dickinson salt works and lesser 

gp Poy prot dager only dimly visible in the top larger | Harvey College. The Chesapeake & | plants—all a part of Kanawha’s 
photo. On eastward are the smoke-| Potomac Telephone Co. have|teeming Magic Valley. 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 + PLaza 5-2100 


ette CharlestonDaily Mail sadagGazerre-Mau, Charleston 30, W.Va. 
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A) ... Law and Order 4 
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-: foe 
CHICAGO (Loop)—Break in legal log jam. You could have died of old age before your 
injury case ever got to a Chicago court—until LIFE reported on the archaic system, 
showing how cases settled years ago cluttered up civil court files. 

Says Barnabas F. Sears, Chairman of the Joint Bar Committee for the ‘‘New Judicial 
Article,”’ and Pres., Illinois State Bar Assn.: ““LIFE’s article was the spark that put the 
show on the road. Prior to the story, our committee had worked for 18 months and yet few 
had even heard of the movement. LIFE’s story came out as the legislature was about to 
convene and its revelation of conditions never left the minds of the members of the legis- 
lature. From that day judicial reform was a live issue, culminating in the present Article 
which is to be voted on by the people in Nov., 1958. All friends of judicial reform are 
indebted to LIFE for its vital contribution to public welfare.” 
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ri AURORA—Home arouses global interest. LIFE knew that all sorts of people would 
enjoy seeing an architectural novelty such as this striking Round House... but who 
would have guessed they'd still be responding 7 years after the article appeared? 

“Since LIFE featured our home,” states Mrs. Ruth Van Sickle Ford, “‘we have been 
deluged with visitors from all walks of life, including architects from all over the world, 
= some with groups of students. In fact, we still get letters from people who are building, 
is even asking us for back copies of that LIFE issue which they want to study.” 


} 
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BROOKFIELD— Colt kicks up a stir. “People still 
come to our zoo asking to see the tarpan colt they 
saw in LIFE,”’ says Manager Robert Bean of the 
Chicago Zoological Park. LIFE wrote about this so- 
called ‘Stone Age Baby,” a throw-back to an ancient 
breed of horses, in 1956. 


Manager Bean continues, “I never answered so 
many letters, and even though the breed was ‘resur- 
rected’ by zoologist Heinz Heck in Germany, many 
of the requests for information came from there.” 
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“We live in the age of the colossal 
upright oblong. We are meeting in 
the city where the skyscraper was 
born.”’—Carl Sandburg. 


This is how Chicago’s beloved poet laureate described 
the city’s architectural heritage. 


Says Edward C. Logelin, Chairman of the Chicago 
Dynamic Committee: “LIFE, through its outstanding 
pictorial report of Carl Sandburg’s visit, focused na- 
tional attention on Chicago’s dramatic surge of building 
and city planning. The photographs did more than re- 
flect the beauty of Sandburg’s rolling phrases; they cap- 
tured the vitality and drive which gave birth to the 


Chicago is recognized as one of America’s major meet- 
ing places for whatever anyone wants or wants to sell. 
And LIFE, too, is a major meeting place for people 
and products. 


LIFE attracts all kinds of readers and holds their in- 
terest, for only LIFE gives its readers so much variety. 
And because LIFE reaches so many millions of house- 
holds all across the country—households that react 
enthusiastically to LIFE—no other medium can give you 
so much response so surely every week. 


Here is a sampling of the dramatic and heartwarming 
things that happen—and keep happening—when LIFE 
focuses its cameras on the Chicago area. This kind of pre- 
dictable response takes place—whenever and wherever 


Chieago Dynamic Program.” 


pictures, articles and products appear in LIFE. 


ONLY LIFE gets so much response... 
so swiftly, so surely 


MUNDELEIN —Joke becomes serious business. 
Builder Anthony J. De Tomasi appeared in LIFE 
kidding the exaggerated claims of suburban real 
estate salesmen, as in this picture where he is sati- 
rizing the commuter’s desperate dash to catch the 
“fast, on-time” train into the city. 


His report: “Before 8 a.m. the day after LIFE 
hit the newsstands, I found seven prospective 
buyers waiting at my office. The ultimate result 

of the story was the sale of some 400 houses.” 


‘£ @ ... Education 

al eA . ae 
BRAIDWOOD —Earth-shaking development. 
People actually went out of their way to visit a 


school teaching the unusual science of earth-mov- 
ing after LIFE featured it. 


a2 


“Students from many nations and troops of 
Boy Scouts came to watch us at work. Parents 
brought their sons and 6,000 letters arrived from 
all over the world,” says K. M. Hutchison, Greer 
Technical Institute. “Best of all, since LIFE’s 
article, our school runs to a capacity enrollment.” 


CHICAGO (North Central)—Loving care. LIFE’s 
story about Children’s Memorial Hospital, where 
volunteers “mother” sick infants, “brought inquir- 
ies from child centers and hospitals throughout 
the country,”’ says a hospital authority. 


Typical example: Dr. Ernest Abernathy, Wash- 
ington (Pa.) Hospital, writes, “Though we have 
long been aware of sick children’s need for loving 
care, LIFE’s article enabled us to give it stronger 
emphasis and we now have a similar service.” 
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PRESBYTERIAN LIFE ps 


THE MEETING PLACE OF A MILLION RELATED FAMILIES 


ft A million active families meet twice a month in 
; PRESBYTERIAN LIFE. They meet, too, in church- 
connected and social situations, where they share 
a mutual interest in their magazine: its news, pic- 
tures, features—and its advertisements. 


PRESBYTERIAN LIFE 


130 S. JUNIPER ST., PHILADELPHIA 7, PA, 
New York + Boston + Chicago 
San Francisco + Los Angeles 


Advertising Age, March 31, 1958 


Fatnir Names Bagger 

Fafnir Bearing Co., New Britain, 
Conn., maker of ball bearings, has} 
named N. Bruce Bagger manager | 
of marketing services. Mr. Bagger, | 
who joined the company in 1956 as 


Information for Advertisers 


a market analyst, will be responsi- “Ice Cream Manufacturing and 
ble for sales promotion, advertis- Selling Market Facts” is a 16-page 
ing, product publicity and market| booklet covering the growth of the 
analysis. ‘frozen dairy products market. 
|Charts, graphs and illustrated arti- 
Gildner Joins IMC ‘eles present production figures 
Frank H. Gildner Jr., formerly from 1920 to 1956, market forecasts, 
ad and sales promotion manager buying and selling trends. Copies 
with General Electric Co. in Sche-|are available from Ice Cream Re- 
nectady, has joined International | view, 1445 N. Fifth St., Milwau- 
|Minerals & Chemical Corp., Chi-/| kee 12. 
| cago, as agricultural and sales pro- | 
motion supervisor for IMC’s plant|e A 13-page brochure, “Packaging 
food division and agricultural de-|Trends in the Cleaning Laundry 
partment. Industry,” is available from Len 


KRON is No. 1 in SF 
Share of sets-in-use 
KRON-TV 38.5 
Sta. B 35.1 
Sta. C 26.7 


KRON is TV in SF 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD - 


Fiddle, editor and assistant pub- 
lisher, Cleaning Laundry World, 
10 E. 40th St., New York 16. The 
report is based on a survey to de- 
termine the relative merchandising 
effectiveness, prices, protectiveness 
and consumption of polyethylene 
plastic, cellophane and paper in the 
cleaning or laundry plant. 


e Anew bulletin, “What They Buy 
—a guide to items purchased by 
Catholic institutions and churches,” 
is the fifth in a series on the Cath- 
olic institutional market. Copies of 
the four-page bulletin are avail- 
able from Catholic Property Ad- 
ministration, 20 W. Putnam Ave., 
Greenwich, Conn. 


e Playbill has released market re- 
search data on the first two phases 
of a year-around analysis of the 
legitimate theater audience. The 
material now available to adver- 
tisers and agencies covers the find- 
ings on liquor and automobiles. For 
copies of the two reports write 
Thomas Steinfeld, associate-pub- 
lisher, Playbill, 108 Wooster St., 
New York 12. 


e The American public spends be- 
tween $1.75 billion and $2 billion 
annually at fun spots—amusement 
parks, kiddielands, drive-in thea- 
\ters, tourist attractions, government 
|parks having commercial activity, 
,and recreation centers: roller and 
jice skating rinks, swimming pools, 
miniature and golf driving ranges, 
according to Funspot in its “Fun- 
spot Market Analysis.” Of the 21,- 
093 fun spots in the nation, 68% 
were established in the past ten 
years, the report says. Copies of 
the analysis are available from 


Funspot, 1564 Broadway, New 
York. 

e 81% of Good Housekeeping 
readers take vitamins in some 


\form, according to a “Consumer 
Panel Report on Vitamins” by the 
magazine. The report includes sta- 
tistics on vitamin usage as well as 
|almost 20 pages of comments from 
surveyed individuals. It is avail- 
|able from John A. Clements, pub- 
|lic relations director, Hearst Mag- 
azines, 959 Eighth Ave., New York. 


|e “1958 Survey of Brands Used 


in the Homes of Asheville, N.C.” 
has been released by the Asheville 
| Citizen-Times Co. The survey cov- 
/ers 1,714 families representing a 
cross-section of the city. Copies 
|are available from Roy Philips, di- 
rector of advertising. A separate 
brochure, “1958 Survey Analysis, 
TV, Radio and Electrical Appli- 
ances,” available from the same 
source, includes figures on appli- 
ance advertising for 1957 for vari- 
ous brands. 


O’Brien to Run Record 
16-Page Ad in ‘Redbook’ 
O’Brien Corp., South Bend, is 
/running a 16-page, full color spe- 
| cial advertising section in the April 
issue of Redbook. O’Brien says 
this is the largest ad ever run by a 
paint company in a national con- 
sumer magazine, and the ad is the 
largest ad ever carried in Redbook. 
Campbell-Mithun is the agency. 


Water Heater Ad Drive Set 
Detroit Edison Co. will begin a 
major drive April 1 to boost De- 
troit area hot water sales this year 
to 18,000 units, 50% more than last 
year. 1,735,216 lines are scheduled 
for 135 dailies and weeklies in the 
area. Tv ads will appear at prime 
hours on three Detroit tv stations, 
and 3,888 radio spots on 12 area 
radio stations are part of the cam- 
paign. Most manufacturers of elec- 
tric water heaters will coordinate 
their ads with the Edison promo- 


tion. 


WE ta Me a ect, bs i ey ae ee So) << errr i 4 Aa (8 Pam alate wry aI iam «1 a ge Ti" ee Re RR Sk ST ap ole eee Go 
‘ ssa 7 A ee “Sea coe Sere ees 7 oa Si ie es a ee oo ets. Loess ge ae 3 a A SSeS cone aoe fe 
SOP EPH a saametl eh Se ee eat ae Be es ee ay ee ee 8g) ee ; Pre ee ee Set sae oe ane Se Boe Kea mee Fie ae, 
a sock lll ei ia Pe nig rs, Gece <0 Cea = ea emia 
Cee Se A eee eee: ee a EE, os DR rere Ra ee ee i ee ok: ee ee Ce ae cA Ne i er 
q na = a1 = reat ss <a are | = i : Stes ee Se ealige | oe > tex Fa ee a EY, ice ea oe amet. 7 Pees 4 a” x Bes Ste eee % 
tt Me ee Fee ee” t= ca og ia see i | Peteiergte en e s Li) es 5 sacs 5" See se 5 omer eet ae Re leas Se oy as) eee Ri me 
a « : : : occa” ‘ ; ae > a i moe | same I ee Swe aiid: ss. eles sees oe 
at ° Be, <= 
i (eee SETE ETE, 
ae ‘ _—? 
4g 
_ 3 |) 
ts 
7 
ote _ _ _ a 
‘a ee a 
a 
ae 
"as 
a 
ae 
sie 
a 
ma 
ieee ‘ - 
ae oe 
He fr 4s o~ ‘ ie ds eae | 
Hise: > a 7 si ree bt 
Br P re. - \ae ™ 
st “5 ae , 
fe ( ef; . ‘ ee a 
is Fee, 2 a i 
caus * Pia \ : ‘. e a 
rs eae: “ a 
Be: eee, Pi ‘ , "% ‘ 5 
ee A ow oe me {7 \4 a 
he é i Hem , 
abe ? ee Eo 
ie ? . > | Se ri te oF 
| : rSrs ; | 
? ~ g " * 4-4 ; , zi 
: ; 7 = ‘ \ ss 
: ; \% * f = P ‘ * co om 
i : : } fey k = ! i: a : oe & “ 
are J ae ’ 4 6) & 4 j on \) oe =~ % a : 
ae, a bo \ see \) eg : a 
see 4 ae wo aie : 3 2 : sees 
rr Es $ j oy KS ; 2 “ad * ' f , ig? - “ de: ; 
ve ae i 53 © A ve r ae i = ( ‘ 3 S va % if Hg 
? Re ne ts — , 7 ii 
f cae: fe $ — | \ ams af 
ae — e % - ; - NE {gg 
A ys oe », ae , Sgn 
a 5 , pit ie . f 4 ee ae e % r 
So “ss 0COC~« ° | oe ‘t ~ a ya 
SS aes : ; ap eae as I \ = 
Loe noe oe ° oo fist) je oS ae am 
av —s . Wee | : ~ EON . > 
ae nade, f be ce —. a 
he, tt ¢ w Hh Vs a i 
mt et E. \4 : vYO> 4 ae > a 
ths ; Se ale 5 4 > 44 eee 
%. Ni’ f= : y ee i io 
: ey ee ey, % , é f ao. of : sy 
ag ‘o- =" A) a ea 
ype me: 2s et ie eee “ie m4 , a 
" a — er oo f Ny 
Y — or mi 7 os mS % ‘ ei , 
oh . Fr : ce ; De es . 
- .- - ied mi 
ie 1,408 Cee fe j 
Slat |, a.’ Date . ; 
ay sh yeit ee: aa ee li 
Pes af oc of ie ls 
ae as aes : eed ciel 
lee: ee 9 ke oo gull adi a 
m " — a. 
en be op at — ieee k 
i ae 4 ; ae > a w 
eG be \ fh - é Oe 2 
a : ‘ae A a i me — ay <> 
z “2 * irs e hie ie , 
pce * \ i : 
te i z 
0 Ps, <P F 
ne ie “ , » cee waitin! e is 
ae a ee ‘ 4 oe : f 
Bir é 4 ze ty Sti eae Meg Mem: 2° 
‘ , J meee eae Pee ee ee F 
ae ; : Ss ae oe ; 
OU ie f 
. 4 
ae or ee he t 
San Francis old RON- T- 
" CANS AL § On ON - 
= ] 
- 
a 
ARB, Feb. '58 | 
® | 
é. | 
os i 
Ms. 
: ; re Lip 3 . nh = oa Pe er ae : alee pide ones a ip " i ae = Z I se & ? a AS ee : Ba ay 
: ' " b pink Boras ene bi > ss d bap " ace oe hana tg Rah Fay 3 
pone te Se: is, Rae ; - tia ene MPN Te RET AN ee sage Sime be aie Es ata A J Rie dee oe : aly 
GI IE aed ples Mel tae files 2° aN Te ? fe es hacen ‘ , eee ow 52, Sl gi gk oh Sai ia allan Res Cae ee ae a ai ‘ F ia ali i aa ets eT a! tg cach Re 
ree i teh di SUMP re ace ee ca NMC a 08 i re A cue ts ae oa hi wines nN alee 
P RAS 2S ee Sam oe : : By eater eye ae : MR Nes Ri ee eT ON gee a A in Bae eet ee - =i sae eR Eg mre Zeca ree } A ry 
a: EA Me Ahir ee dace ae ng pss Me Lee cae piu aaa oy itr teers ac as : es Pera, i, Big eee ee ts 
tet Ng Seth. Fh. eet Sane lee eee eee a ett ; SS ag eam et ee ne CS ON Ce) ee Me en Me erie Winn. eT Viglen gy a Be Meng. Soh eg ee eg a> aN dl 


j 


Short messages sell. .- 


Painted Unit designed by Lawrence Fertig & Co. 


... strengthen the sales picture for Old Sunny Brook! 


“Outdoor advertising has always been an important part 
of the Old Sunny Brook whisky advertising program. 
Today, it assumes even greater importance. 

Mr. Alynn Shilling For new semi-spectacular treatments, re-interpreting 

Vice-President and Director of Advertising Frederic Remington old Western art, have enabled us 
National Distillers Products Co., says: to achieve startling effects, and given us what we feel is some 

of the finest outdoor copy now running. Our outdoor 
budget for 1958 is up substantially over previous years. 
And Old Sunny Brook sales are doing fine.” 


8S out of 10 people remember Outdoor Advertising!" 


OUTDOOR ADVERTISING INCORPORATED oO Al 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK « ATLANTA + BOSTON - CHICAGO - DALLAS + DETROIT - 
HOUSTON + LOS ANGELES - PHILADELPHIA + ST. LOUIS - SAN FRANCISCO + SEATTLE ae 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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SERIES OF LUNCHEONS 
IN 8 CITIES 


THIS MONTH 


are illustrating for a wide range 
of distributors, jobbers and 


industrial company branch managers 
how national advertising in TIME 
helps them sell 
their most important customers 
in their own home towns. 
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58 PREVIOUS MEETINGS OVER 
THE PAST 5 YEARS 


have also dramatized the local impact 
of planned national advertising campaigns 
which support the selling 
of these active businessmen 
in cities across the country. 
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-IN THIS MARKET 


You can depend on demand in the $300,000,000 consumer 
market of more than half a million servicemen and depen- 
dents in Europe. Their universal, uninterrupted income 
means perpetual purchasing power and sustained spending. 
Reach this rich, recession-proof export market—without 
export “red tape’’—through the PX and Commissary 
systems. And sell these American families overseas through 
The American WEEKEND, the fact and feature-packed 
family newspaper that serves their interests exclusively. 
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Write for the new military market information book — 
“MASS SELLING AND SAMPLING TO MILLIONS” 


+ 


The American 


THE BUSINESS BAROMETER 
READS ‘STEADY’ 


‘Shafer Opens Business 

| Walter S. Shafer, who recently | 
|retired as vp for trade relations, 
|Armour & Co., 
Walter S. Shafer Co., 333 N. Michi- 


gan Ave., Chicago. He will act as| 


counselor in business development, 
marketing and trade relations for 
|companies manufacturing or dis- 
|tributing food and related prod- 
ucts. 


Westvaco Buys Fulton Bag 
Fulton Bag & Products Co., New 
Orleans, has been purchased by 
West Virginia Pulp & Paper Co., 
and will operate as a division of 


the purchaser. Present manage- | 


ment of Fulton will remain, West- 
vaco officials said. 


Cech Joins Mead Johnson 

Elmer C. Cech has been named 
senior market analyst of the nutri- 
‘tional and pharmaceutical division 
‘of Mead Johnson & Co., Evansville, 
‘Ind. He formerly was marketing 
staff assistant with Electric Stor- 
age Battery Co., Cleveland. 


me tte, Meee ig — 


Oa ae 


Square miles don’t buy 
‘your product... 
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You get both coverage AND audience with WHB 


WHB is first in 432 of 432 quarter hours 6 a.m. to 
midnight (Pulse, Kansas City $6-county area . portant audience-type! 
4 a.m. to midnight, Monday through Satyrday.) Talk to a Blair man. . 
Whether it be Metro Pulse, Nielsen, 


Hooper . . 


Trendex or George W. Armstrong. 
. whether it be Area Nielsen or Pulse .. . 
WHB is the dominant first throughout . . . with 


WHB Kansas City 


bracket. 


audience shares consistently in the 40% 


In WHB’s 96-county* world YS A WHB PULSE 


And, WHB is the dominant first among every im- 


. or WHB General Manager 


*situated in Missouri, Kansas and lowa 


10,000 watts, 710 ke. 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC, 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


has established | 


Advertising Age, March 31, 1958 
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/'GOOD SHAPE—International Latex 

Corp. says its sales are at an all- 

time peak due to its “free bra” pro- 
motion for March. 


Free Bra Offer 
Swells Playtex 


Sales in February 


New York, March 25—A Play- 
tex free bra promotion has racked 
up record sales for International 
Latex Corp.—and stirred up re- 
cord controversy in the industry. 

When International Latex an- 
nounced its March giveaway pro- 
motion—a $3.95 Playtex living bra 
free with the purchase of an $8.95 
or $10.95 Playtex girdle—many of 
| the company’s competitors and re- 
tail stores openly called it “the 
beginning of the end of the corset 
department.” 

A few corset manufacturers took 
ads in the trade press to voice their 
| vociferous feelings on such down- 
grading of the corset department. 


| 


s Now, however, the promotion is 
halfway over, and reaction is re- 
versing. The retailers’ hue and cry 
subsided as they racked up gains 
of four to ten times normal volume 
on Playtex. And International La- 
tex reports that February was the 
biggest month in its history. 

To put over this month-long 
| promotion, Playtex has budgeted 
$2,500,000, in addition to its regular 
ad budget. About two-thirds of 
this is going into 15,000 tv spots, 
one-third into newspapers and 
supplements in about 38 markets. 

Playtex has also announced that 
the company is stepping up its 
| advertising to $15,000,000 a year 
‘and is planning to launch several 
|new products, two of which will 
|be introduced next month. It ex- 
pects sales to run at least 50% 
ahead of the same six months last 
year. 

Reach, McClinton & Co. is the 
agency for International Latex. + 


Fred Russel] Forms Ad, 
Art, PR Organization 

Fred Russell Co., 230 S. Coronado 
St., Los Angeles, has been formed 
with three separate divisions to 
serve advertising, graphic arts and 
public relations fields. Mr. Russell 
formerly was editorial and adver- 
tising director of Western Indus- 
trial Publications. 

Operating as an advertising and 
graphic arts consultant, one Rus- 
| Sell enterprise will serve buyers of 
printing in the Southern California 
area; another section will act as 
West Coast advertising consultant 
for outside advertisers and agen- 
'cies; the third enterprise will offer 
publicity and public relations for 
small trade associations and indus- 
tries. 


Strange Joins WFBM 

| Keith C. (Casey) Strange has 
|been named assistant promotion 
and public relations manager of 
WFBM and WFBM-TYV, Indianap- 
olis, effective April 1. He formerly 
was director of public information 
;with the Indiana state office of 
| traffic safety. 
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Ther guidance system keeps ue bearings 
on Mew Depenure Precision Bat Bearings 


in a hurry 


This New Departure ad, timed 
to tie in with recent missile 
launchings, appeared 
nationally five days after 
it was written. 
This was made possible 
through NEWSWEEK’s 
“‘Fast-Break’’ Page 
Service. Call or write 
your nearest 
NEWSWEEK Office 
to learn how 
this last-minute 
NEWSWEEK 
service can 
work for 
you. 


“Fast Break" 
Facts 


Place order with 
NEWSWEEK-New 
York not later than 
Thursday noon; plates 
(or copy and layout) not 
later than Friday noon. 
Only one such page per issue. 
Copy must be of immediate 
nature, subject to NEWSWEEK’s 
approval.B & W page only; 
regular NEWSWEEK mechanical 
requirements; regular B & W rate. 
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Midas Unmuffles Its Muffler Ads; 
Doubled Budget Exceeds $2,000,000 


(Continued fram Page 2) 
down a motorist’s request for re- 


placement under the guarantee. 
Though the company is. still 
young, the life expectancy of many 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


since yore “aie 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


mufflers is so short that the guar- 
antee has some meaning to con- 
sumers. 


® Mr. Sherman, confident of fu- 
ture growth in the muffler indus- 
try (presently said to be a $450,- 
000,000 annual business), uses a 
clinical psychologist to help him 
in the hiring of Midas shop man- 
agers. 

“We want people with manage- 


;ment ability and good potential,” 


Mr. Sherman said. “Money is not 
of prime importance in establishing 


a shop. The franchise costs nothing, 
and he is not forced to overstock.” 

He said his shops, which are 
| permitted to handle nothing but 
Midas merchandise, are given ex- 
clusive area franchises. Failure to 
restrict themselves to Midas busi- 
ness can lead to loss of the fran- 
chise. 

Mr. Sherman, who worked with 
this father, Nate, head of Interna- 
tional Parts Corp., before setting up 
the Midas organization, said he is 


of course a bigger market makes 
more business for us.” 

Mr. Sherman points to his mush- 
rooming number of shops as indi- 
cation that a qualified person can 
make a successful business of muf- 
fler service. The number of shops 


,doubled during 1957 (from 100 to 


out to make the muffler a familiar | 


part of the automobile to car own- 
ers. Midas is a consumer distribu- 
tion operation; the mufflers are 
made by International Parts. 
“Undoubtedly, in making the 
muffler as well known as the spark 
plug and tire now are, we'll help 
the whole industry,” he said. “But 


200), Mr. Sherman said, “and the 
business is increasing geometrical- 
ly.” 


® Industry sources estimate that if 
Midas’ growth pattern continues, 
sales for 1958—only the second full 
year of operation—will near $20,- 
000,000. . 
Emphasizing the “soft sell” ap- 
proach that Midas uses with its 
shop owners, Mr. Sherman said 
the company representatives are 
called field counselors, rather than 


SOMETHING 
MISSING 


+3 


if/ 


(hell t 


..- LIKE CALIFORNIA W707 
THE BILLION -DOLLAF 


/ Actually, total effective buying income of more than $2.7 billion 


Vv More retail sales than Arizona and New Mexico combined 


¥ Not covered by San Francisco and Los Angeles newspapers 


Proper coverage of the vast California market requires getting 


your story into the inland valley; it’s untouched by newspapers 
from over the mountains. Only the Bees get the valley-wide read- 


ership you need. 


Data source: Sales Management’s 1957 Copyrighted Survey 


McCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES .. . O’MARA & ORMSBEE 


e THE SACRAMENTO BEE 
e THE MODESTO BEE 


e THE FRESNO BEE 


Vv 
% 


In the newspaper field, only McClatchy gives national advertisers three types of discounts . . . bulk, frequency and a combined butk-trequency. Check O'Mara & Ormsbee fer details. 


Advertising Age, March 31, 1958 


| salesmen. 

“Most of our counselors were 
recruited from academic fields,” he 
explained. “Several have advanced 
degrees. None are former sales- 
men.” 

The counselors are trained in all 
facets of the business by Midas; 
they learn to help the shop owners 
with advertising, location, inven- 
tory and other factors essential to 
a successful enterprise. 


s Midas advertising is designed to 
build confidence in the product, 
and this theme is carried through 
at the retail level. Shop owners 
are urged to let customers watch 
the muffler being installed. 

“The mufflers are welded, rather 
than having crimped ends, and are 
gold colored,” Mr. Sherman said. 

“The customer may only see that 
gold color for a minute or so dur- 
ing installation, but that’s enough. 
He knows then that he’s getting 
something extra—for a competi- 
tive price.” = 


Britt Proposes 
More Scientific 
Subliminal Test 


(Continued from Page 3) 
both subliminal and regular ad- 
vertising; (5) subjected to no ad- 
vertising. 

Then, he said, by checking the 
immediate sales results from these 
five groups in a uniform controlled 
situation—a movie theater, for ex- 
ample—the effectiveness of the 
subliminal advertising can be eval- 
uated. 

Mr. Britt emphasized that ex- 
periments must be designed so they 
can be duplicated elsewhere. He 
decried the lack of information on 
early tests by James M. Vicary of 
Subliminal Projection Co. He called 
the location of the test (a movie 
theater) “the best-kept secret of 
1957.” 


® Subliminal perception has been 
proved long ago in laboratory tests, 
the speaker said, “But it hasn’t 
been shown that you can get people 
to behave differently by this meth- 
od. And it is questionable whether 
subliminal advertising can get peo- 
ple to do what they don’t want to 
do or what is unnatural.” 

Moving to the practical aspects 
of subliminal advertising, Mr. 
Britt asked: “From a commercial 
standpoint, can it be shown that 
subliminal advertising is better 
than supraliminal (regular) adver- 
tising? And what’s the cost per 1,- 
000 on subliminal advertising com- 
pared with regular advertising? 
Nobody knows.” 

Further, he said, subliminal pro- 
jection of ads may be impractical 
because it might create a feeling 
of anxiety in an audience which 
knows or suspects it is receiving 
/ such messages. 


}@ “One thing is sure,” Mr. Britt 
concluded. “People today complain 
about the advertising they can see; 
if subliminal advertising becomes 
a reality, they'll complain about 
the advertising they can’t see.” = 


Top-Wip Bows in 7 Markets 

Top-Wip, a new, low-calorie 
whipped light cream in a pressur- 
ized can, will be introduced in 
seven markets by the end of April. 
Newspapers and spot tv are the 
| basic media for the introductory 
push, according to Mark Lipsky, 
chairman, Top-Wip, Los Angeles. 
The markets are New York and 
the Eastern Seaboard, Miami-Tam- 
pa-Jacksonville, Philadelphia, Bal- 
| ttmore-Washington, Chicago (in- 
cluding southern Wisconsin), Los 
Angeles and the entire state of 
California. Campbell-Mithun, Los 
Angeles, is the agency. 
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Important tool of the men who build America 
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Roaring mechanical monsters are construction tools. So are pens, conference tables, 

maps, blueprints, financial reports, government legislation and labor contracts. You sell 
modern construction by covering the men who wield all these construction tools. The 
77,000 readers of Engineering News-Record are involved in every phase of construction. 
They are contractors and sub-contractors, they are construction experts employed 

by government and industrial corporations, they are professional consultants 

and financiers. They are the men who build America. 
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another reason 


DAVENPORT 
METROPOLITAN 
AREA is a m-u-s-t 


“INCLUDING DAVENPORT AND BETTENDORF, IOWA AND ROCK ISLAND, MOLINE AND EAST MOLINE, ILLINOIS 


Per family retail sales of $4,690 puts the rich Davenport 

market ahead of Chicago, Milwaukee, Kansas City, the Twin Cities, 
Des Moines, Peoria and St. Louis. 

Deliver your 


sales story best with ...... 


DAVENP RTim, i 


NEWSPAPERS 
Represented by Jann & Kelley 


MORNING 
EVENING 
sunoar 


CIRCULATING DAVENPORT AND BETTENDORF, IOWA, 
ROCK ISLAND, MOLINE, AND EAST MOLINE, ILL. 


HOLLywoop, March 25—Rod 
|Serling, top tv script writer, last 
| week put forth his plan for getting 
|controversy on tv without scorch- 
ing the sponsor’s sales. 


tin Agronsky on NBC-TV’s “Look 
|Here,” Mr. Serling, author of such 
tv hits as “Patterns” and “Requiem 
for a Heavyweight,” said: 

“T’ve always felt that the only 
way that you could get controversy 
to be accepted is to have a line of 
‘delineation between what is the 
commercial product and what is 
the entertainment involved. 

“Nowadays there’s a great asso- 
ciation made with sponsor identi- 
fication. Consequently an assump- 
tion is made on the part of the 
|sponsor that what these people see 
in between the commercials has a 
great effect on the product itself; 
it is a carryover of the product,” 


a 


IN TOTAL DAILY 


CIRCULATIO 


~ > ets 


S 
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daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198.* The best newspaper buy in the South’s 
Number One market is The Houston Post-first in total daily circulation. 


HOUSTON 


REPRBESENTEO NATIONALLY BY MOLONEY, 


REGAN & 


A.B.C, 9-30-57 
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During an interview with Mar-| 


Advertising Age, March 31, 1958 


Taboos, Sponsors Stifle Good TV; Divorce 
of Ads from Play Needed, Script Writer Says 


he said. 

| Mr. Serling suggested that tv 
might do as newspapers and mag- 
azines do; that is, divorce the edi- 
|torial content from the ads. In this 
case it could be made clear to the 
public that there is no connection 
between a tv play and the com- 
mercials in the play, so that people 
who did not approve of the theme 
of a play would not carry their 
dislike over to the product. 

He painted a gloomy picture of 
tv writers hemmed in by industry 
taboos and frustrated by sponsor, 
agency and network interference. 

Mr. Serling, who went West to 
fulfill M-G-M movie assignments, 
said tv should be the best medium 
of expression for controversy be- 
cause of its immediacy. But he said 
that in actual practice it hasn't 
worked out that way because of 
basic forbidden areas carried over 
from radio. 


s In answer to a question by Mr. 
Agronsky, the writer said the spon- 
sor, agency and network “are the 
three heavies, so-called, that tell us 
what we may and what we may 
not write about.” 

Mr. Serling said each writer has 
“his little cause célebre,’ demon- 
strating what happens when he 
tries to attack a theme that is so- 
|cially unacceptable and “a little 
sticky.” 

As a case in point he cited his 
efforts to do a show that “had its 
roots in a kind of racial problem, 
but which we colored and altered.” 
|By the time this program, called 
“Noon on Doomsday,” got on the 
air, the original concept had been 
so greatly altered that the result 
| was “more than grotesque,” he said. 

As another example he men- 
tioned a show called “Aftermath,” 
‘which was written on assignment 
| for CBS’ “Playhouse 90.” This one 
/was about the problem of a Mex- 
}ican minority. He charged that one 
|sponsor who read two pages of an 
joutline and did not even read the 
|script stopped this one from getting 
jon the air as written. 
| Mr. Serling refused to modify 
this script, which is now sitting 
dormant in a drawer. 


| 


|@ Besides the big headache of the 
taboo area, tv is beset with other 
minor grievances, Mr. Serling said. 

“For example, in ‘Requiem for a 
Heavyweight,’ I was asked to delete 
words like ‘Got a match?’ because 
one of the sponsors was a lighter 
{manufacturer]; later on we de- 
|cided we’d refer to them as wres- 
tling lighters instead of wrestling 
matches. Little things like that. 

“I remember in one show they 
used a backdrop of New York in 
which the Chrysler Bldg. was very 
much in evidence, and they blacked 
it out because the show was spon- 
,sored by a rival automobile com- 
pany. Now of course this is beyond 
logic, and it has become funny; 
yet I think it is a little sympto- 
matic of the kind of thinking that 
goes on.” 

The script writer said he disa- 
greed with the industry feeling 
that controversy must be avoided 
because of the power of pressure 
groups. He asserted: 


|@ “I think there are enough think- 
jing people who don’t write letters 
who would not be affected [by 
|controversy |—as a matter of fact 
would be affected totally converse- 
ly; they would go out of their way 
to buy a product if the sponsor 
showed enough guts to put on a 
|show that had something to say. 
But I can’t prove that of course.” + 


WTRO Appoints Keller 

WTRO, Dyersburg, Tenn., has 
-appointed Robert S. Keller Inc. 
| its representative. The station pre- 
viously was represented by Hil F. 
| Best Co. 
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Ozark shortstop 


meets Yankee scout. 
Big question: 

Can he make the majors? 
Bigger question: 


Can baseball survive? 


High-school hopeful Red Sharp, of Mountain Home, Ark., dreams of a big-league career 
during a chat with Tom Greenwade, of the New York Yankees. Greenwade's job gets 
tougher day by day as the minor-league teams he scouts fold up one by one. The reason: 
pressure from the majors. An explosive article in the current LOOK tells how The Big 
Leagues Are Killing Baseball. 


Here is a penetrating analysis of modern baseball with the spotlight on people in base- 
ball. The stars. The rookies. The managers. The sand-lot kids. For this is LOOK’s way: 
to cover the issues and events of our day in terms of the people involved. It’s this accent 
on people that helps explain why so many people respond to LOOK . . . why LOOK is 
America’s fastest-growing major magazine—and such a compelling salesman for the 
products and services of American industry. 


- 


READ BY 24,800,000 PEOPLE LOOK the exciting story of people 
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“WE USE BUSINESS MAGAZINES 
TO PIN-POINT 
INDUSTRIAL LIGHTING 


“Industrial lighting,’’ states Garlan Morse, General Sales 
Manager of Sylvania’s Lighting Division, ‘‘forms an important 
segment of our potential market. To insure reaching all the 
buying influences in this market, we choose business magazines 
that are read by purchasing agents, plant engineers, electrical 
contractors and plant management. At Sylvania, we recognize 
such business media for its support to our field sales activities.” 


IF WHAT YOU MAKE OR SELL is bought by busi- 
ness and industry, you can “‘mechanize”’ your selling by con- 
centrating your advertising in one or more McGraw-Hill publi- 
cations serving your markets. ‘‘Mechanized selling” will help 
create interest and preference for your products. . . give your 
salesmen more time to make specific proposals and close sales. 


MCGRAW-HILL PUBLICATIONS 


App McGraw-Hill Publishing Company, Incorporated ¥ 
330 West 42nd Street, New York 36, N.Y. * 


6 STEPS TO 
SUCCESSFUL 
SELLING 
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The golfing is great in Augusta—and so is business. 
Take a look at the ledgers and see for yourself. 


Augusta’s cash registers jingle to the tune of over 
$212 million annually—a bounce in retail sales of 
more than 285% in ten years. Why, in asingle year 
—1955 to 1956—retail sales increased $7 million! 


With these records, you just know folksin Augusta 
have plenty of money to spend. And they do. 
Since 1946 buying power has increased nearly 
300%. It’s now at an all-time high of over $358 
million. 


Population has kept right up with this fast-mov- 
ing trend in the Augusta metropolitan area. In 
1946 it was 110,000 . . . in 1950 it hit 164,000... 
and in 1956 it zoomed to 265,000. This shows an 
increase of almost 140% in ten years. 


The end to the big boom in Augusta isn’t any- 
where in sight. And now’s the time to get your 
share of the sales in this growing market. PARADE 
and the Augusta Chronicle can help you. Each 
Sunday they call on two out of every three 
homes in the area. Each Monday they begin to 
move goods off dealers’ shelves. 


PARADE _..The Sunday Magazine section 
of 59 fine newspapers covering some 
2800 markets...with more than 16 million 
readers every week. 


Advertising Age, March 31, 1958 


Don’t miss the » big: par arade 
in Ravan Ga 


How big is|Parade| : 


Network TV Advertisers 
Estimated Expenditures by Product Group 


Sources: Leading National Advertisers and Broadcast 
Advertisers Reports 


Jan. Jan. 
1957 1958 
Agriculture & Farming .........ccccceeen bile $ ————_ $ 13,066 
Apparel, Footwear & Accessories .................... . 283,721 194,924 
Automotive, Aut tive A ies & E t 4,566,890 5,241,964 
BOR, nD Bh TRIG: snisnccieccgsntterosstetionenece oR ae 601,203 607,232 
Building Materials, Equipment & Fixtures ......... 276,117 44,94) 
Confectionery & Soft Drinks ...........6cccccceens 700,620 931,115 
Ie I ib ianssinierainsintinasnnrsesninssiisnciices 359,898 382,525 
Drugs & Remedies ...............00 SoA ee eee ‘ 4,135,793 5,388,090 
Food & Food: Products .............06006 hicssssieasaiaal 8,947,163 9,297,284 
Gasoline, Lubricants & Other Fuels .................... 228,798 406,936 
RII |i sclesdierehicintindiseepntiamicedideentiuncruskéiiion 51,720 57,978 
Household Equipment & Supplies .................06 1,915,556 1,875,549 
Household Furnishings  ............c0ccrarceenseeeeeees , 204,600 225,203 
aE aA ET 1,322,880 1,967,986 
IIIINIID: ancceseossncnstitndintessianstdbepdigeniatiiicinntiaietanctts 412,044 708,513 
Jewelry, Optical Goods & Cameras ..............00 703,533 776,511 
Office Equipment, Stationery & Writing Supplies 31,587 475,259 
III sticiinisia scl cciatecvstintaiiannnsiaibiiiiliaibiiedianiiseeianegaialiae —— 66,174 
IY Oh TINS «scrvcascaninsiocsisinntiplacescatenesinpeein 258,190 231,565 
Radios, Television Sets, lela Musical 
Instruments & Accessories ............... thie 517,310 750,529 
CD FRIED ses riicveninsnicornnsnscessssncccesevesosassenes 3,592,360 5,218,988 
Soaps, Cleaners & Polishes Te eee a 5,469,783 5,257,161 
Sporting Goods & Toys ......cccccccsccesesseeseneereceeneeee 31,507 94,260 
Toiletries & Toilet Goods 8,488,219 8,606,656 
ee IE OS III ci ccnnvvvcpecvncesnecennnseniinides ; 75,513 130,548 
II Tih sissies ca shnseteitngletiesiCbiniandiimantealanealt 326,991 643,255 
SII shinies dessininidlansveciniactachtinitiethiliptneanieniin $43,501,996 $49,594,212 


Masters Tournament at 
the Augusta National 


in Augusta? 


Per cent of families reached 
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Pratt Institute and a member of 
Edward Moly neux, | the Union League Club. 


VP of C&W, Noted | 


_GEORGE W. YOUNG III 
Ad Art Exec, Dies New York, March 25—George 
W. Young III, 37, an assistant ac- 
NEw York, March 26—Edward count executive with Young & Ru- 
F. Molyneux, 62, vp and director picam, was found dead yesterday 
of the art department of Cunning- | jn the garage of his home at Wil- 
ham & Walsh, died March 24 fol- ton, Conn. State police listed the 
lowing surgery at St. Luke’s Hos- case as a suicide caused by carbon 
pital. _ |monoxide poisoning. Mr. Young 
Born in London, he came to this | was reported to have been under 
country in 1912. He was graduated | treatment for an emotional disor- 
from Pratt Institute, Brooklyn. | der, 
During World War I he served) He had been with Y&R for about 
overseas with the Army’s camou- four years. Before that he had 
flage division. After the war he been a partner in a public relations 
entered the advertising business as organization, Crosby, Lloyd & 
a typographer with Frank Seaman | young. Earlier he bad been asso- 
Inc. When Newell-Emmett Co. was | cjated with the Institute of Aero- 
formed in 1919, Mr. Molyneux be- | nautical Sciences and before that 


came its first art director, and he had had an interest in a New York 
continued to head the agency’s art restaurant. 


department when it became Cun- 


ningham & Walsh in 1950. ‘Simonds, Payson Moves 
Mr. Molyneux worked on 7 | Simonds, Payson Co., Portland, 
accounts during his 40 years in ad- |Me., agency, has moved its Boston 


SS Eee ‘a ey on nl ran ae office to new quarters at 470 Atlan- 
tic Ave. 


such products as White Rock 

sparkling water, Chesterfield and | 

Fatima cigarets, Texaco gasoline | Allied Advertising Moves 

and Sunshine biscuits. Allied Advertising Agency, 
He was a former president of the Cleveland, is moving to new quar- 

Art Directors Club of New York, a ters in the Standard Bldg. on or 

member of the board of trustees of | about April 1. 


First and foremost 

in typesetting is that 
elusive necessity 

for best printed 
impressions... Quality. 
At Service, quality is built 
into every job. 


“Where typesetting is sti/l an art” 


SERVI CE typographers, inc. 


723 S. Wells St.* HArrison 7-8560 + Chicago 7, Ill. 
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Backstage at “Oh Captain!” 


New York is a Broadway opening. New 
York is a suburban housewarming. 
| New York is 5 million families growing, 
| needing, wanting, buying. New York is 


The New York Times. New Yorkers live 


by it. It serves them with the most news. 
it sells them with the most advertising. 
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Please vend me Yee fellewing market dete 


Advertising’s Greatest Paid Circulation 
Audience — over 40,400 — will be looking 
for market and media information in these 
eight fields 


1, National Market Data — that is, information 
covering the national consumer market. 


2. Fegional and Local Market Data, arranged 
according to states or regions, covering only 
a single trading zone or market area. 

3. Canada, covering markets in growing Canada. 


4, International, giving data on foreign markets. 


5, Farm Market Data, dealing with the farm 
family and the farmer. 


6, Distribution Market Data, relating specifically 
to retailing and wholesaling operations, and 
usually embracing data put together by mer- 
chandising trade papers. 


7, Industrial Market Data, dealing with markets 
represented by various fields of industry. 


8. Professional Market Data, covering such pro- 
fessional fields as medicine, dentistry, educa- 
tion, hospitals, etc., usually supplied by class 
publications. 
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to Media Behind 61,861 
|for Market Information 


In its April 29, 1957 issue, Advertising Age listed some 1500 market information pieces available to interested 
advertiser executives and agency men. In the months that followed, over 61,800 of these printed information 
pieces on current markets and marketing opportunities have been supplied as requested to the advertising and 


marketing executives who follow Ad Age weekly. 


No other publication in the advertising press offers 
such positive proof of editorial acceptance and inten- 
sive usage by advertisers and their agencies—but this 
was no unusual response for Ad Age. Ever since the 
first Market Data Issue in 1948, requests for market 
information pieces from media have grown from a 
mere 13,000 to well over 60,000 every year. If ever there 
was a magic formula for bringing advertisers together 
with media on a colossal scale—T he Market Data Issue 
provides it! 


It figures, though. Today's sales and advertising 
plans are developed from just the kind of market 
data facts provided by this unique issue. So naturally, 
research and media departments, members of plans 
groups, top management, sales, advertising and promo- 
tion managers pore over its pages—route their copies 
to other market-interested executives. The list of 
agencies and advertisers who send in the market in- 
formation requests reads like a “who’s who” among 
major advertisers—plus hundreds of smaller accounts 


interested in expanding their market activities. 


200 E. ILLINOIS ST., CHICAGO 11 


486 LEXINGTON AVE., NEW YORK 17 


-. 
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What does this mean for media? Just this: the 
country’s foremost marketing men are actively look- 
ing for information about markets—about marketing 
opportunities—about the media available to reach and 
capitalize on them. They have found a happy hunting 
ground in Ad Age’s Market Data Issue—as evidenced 
by their flood of over 60,000 requests which follow in 
its wake each year. They read and study every page of 
its offerings; of some 1500 market pieces offered, the 
average request form asks for only 25 pieces—proof 
of careful study and selecting. 


It means that important members of all the impor- 
tant marketing teams will soon be reading, clipping 
and studying markets and media values in the 11th 
Annual Market Data Issue, which our editors are busy 
putting together for May 5 publication. It means, too, 
that if you have a market-media opportunity to offer 
marketing-hungry advertisers, here is the place to tell 
it and sell it. Surrounded by specialized editorial 
material that focuses and stimulates interest in today’s 
marketing picture, your sales story will reach the 
largest paid circulation ever offered by an advertising 
journal —40,429*. 


*ABC statement for six months ending Dec. 31, 1957, 
shows average total paid circulation of 40,429. 
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The new president of Cockfield, 
Brown & Co. Ltd., Canada’s largest 
agency, began with the agency in 
the research department nearly 24 
years ago. He has never worked in 
another agency. And, not surpris- 
ingly, he still believes deeply in 
research. 

Donald R. McRobie, 46, is a native 
of Montreal. He went to West- 
mount High School, to Lower Can- 
ada College and graduated from 
McGill University (where his 18- 
year-old son is now a student) in 
1934. That same year he joined 
Cockfield, Brown. 

In 1947, Don McRobie was elect- 


ed a director of the agency, for | dealing, 


which he had worked continuously 
since graduation from McGill, if 
one doesn’t count a five-year hitch 


unteer Reserve, from which he 


You Ought toKiow . . p.r.McRobie site te 


|ruary was chosen as president by|# The new president of Canada’s 


| ness,” he says. 
in the Royal Canadian Naval Vol-| 


emerged with an Order of the Bri- | 


tish Empire and a commander’s 
rank. 


;and 


|self-styled experts always ready to 

twist and distort its purpose and | 

In 1956 he was elected exec vp | 0Perations. . .” 
of the Montreal office, and in Feb- 


his fellow directors (AA, March leading agency (1957 billing: $27,- 
10). | 400,000; 475 employes in four of- | 

|fices) still speaks out for the re-| 
® Cockfield, Brown is the same age | search approach: 
as its new president; its 46 years “Get the facts first, and you've 
have been marked by devotion to got a basis on which to work,” he 
high professional standards and in- | says. “The emphasis in advertising 
tegrity. Don McRobie says high| procedure should be placed on re- 
standards and integrity “should be| search and then on the creative as- 
our key words. They mean, ethics, | pect. Far too often the reverse oc-| 
efficiency, a regard for the com-| curs.” 


/mon good and conduct which will| ~ At Cockfield, Brown an account 


bear public inspection. |representative “should be able to 

“Glibness, dramatization, sly | support any recommendation he 
exaggeration and half-| makes with documented proof that 
truths are too often regarded by|his advice is based on facts and 
many advertising people as clever-|figures obtained through proper | 
|research channels,” Mr. McRobie 
“Advertising, once the favorite | says. 
tool of the charlatan, is weakened, | Further, account men aren’t just 
not strengthened, by vulgarities | order takers—“Their function is to} 
unethical distortions. Too| guide and counsel the client and | 
many people, both within and out- they cannot do this properly un-| 


Donald R. McRobie 


less armed with factual informa- 
tion,” he adds. 


® Asa native of Montreal, the new 
president knows well the impor- 
tance of the French-Canadian 
market. His predecessors also did 
—and the agency has the largest 
French-language service of any 
Canadian agency. 

The agency business, he insists, 


ability of the market served by 


distributed work force not only 


service establishments, 31 per 


Balance 


;.. is one reason for the stability and depend- 


THE ANN ARBOR NEWS 
The nicety of balance of Ann Arbor’s broadly 


assures a high, 


steady level of business in this market but 
guards against serious dips and big booms. 

Of the total jobs and positions available in 
the community, 39 per cent are in business and 


cent in manu- 


facturing and the construction industry and 


Michigan. 


the remaining 30 per cent in the University of 


This broad, diversified employment base, 


higher-than-average disposable 


income of con- 


sumers (retail sales hit a new high of 107 
million last year) and the steady population 
and physical growth make the Ann Arbor 
market one which you may confidently expect 
to be responsive to your advertising in the 


area’s dominant medium— 


THE BEST OF MICHIGAN 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


7-4680 © Brice 


THE ANN ARBOR NEWS 


BOOTH NEWSPAPERS 


| THE BAY CITY TIMES 
THE SAGINAW NEWS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, 


785 Market St., 


San Francisco 3, SUtter 1-3401 © William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972. 
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rests on mutual respect between 
client and agency (“I don’t think 
}in any other profession is this in- 
|gredient so necessary to growth 
jand harmonious relations”) and 
within the agency itself—“‘An ad- 
vertising agency is the sum of its 
people and their abilities...At 
Cockfield, Brown we’ve never lost 
sight of the fact that...it is the 
| individual that counts.” 

Don McRobie has been active in 
civic affairs in Montreal—for ten 
years he served on the board of 
| Montreal Children’s Hospital, sev- 
en of them as honorary treasurer, 
and he is a member of the Joint 
Hospital Fund Committee. He is a 
past president of the Naval Of- 
| ficers’ Assn., and of the Lower Ca- 
nada College Old Boys Assn. He is a 
governor of Lower Canada College, 
a director of the Canadian Assn. 
of Advertising Agencies, and a 
jmember of the _ International 
'Chamber of Commerce and Board 
|of Trade. He is honorary president 
of the Montreal Indoor Tennis 
Club. He likes tennis, skiing and 
gardening. 


s The new president of Cockfield, 
Brown is confident of the future of 
his country and his agency. He 
sees Canada as a growing and pros- 
perous country, in which advertis- 
ing will play an increasing role. 
(In 1956 Canadian business spent 
nearly $205,000,000 in advertising, 
up 15% from 1955.) 

He says of the agency, whose 
|growth has paralleled Canada’s, 
| that no radical change is planned, 
| that its services are “equal to those 
of any agency in the world. 
| “These will be maintained,” he 
|says, “but...we shall continually 
seek to effect improvements...” + 


U. S. Steel Presents Its 
Financial Story in Book 

U. S. Steel Corp. has published 
| “Steel and Inflation: Fact vs. Fic- 
| tion,” a 292-page book which aims 
ito “present the whole financial 
story of U. S. Steel as it stands 
today after 17 years of inflation.” 
_The book contains statements of 
| various company officials and the 
| economic findings of Dr. Jules 
| Backman at the hearings last year 
|in Washington before the subcom- 
mittee on anti-trust and monopoly 
of the Senate committee on the ju- 
diciary. 

Tables, charts, graphs and photo- 
graphs illustrate the book. Copies 
are available from the public rela- 
tions department of U. S. Steel 
Corp., 71 Broadway, New York. 


McNamara Joins Reilly 

| Fredrick J. McNamara has been 
|appointed public relations director 
and account executive of Reilly, 
|Brown & Tapply, Boston, succeed- 
|ing Edward J. Teran, who died in 
| January. Mr. McNamara has been 
|a public relations counsel for pub- 
| lic figures and for consumer-prod- 
|ucts companies. Reilly, Brown also 
/has named Rya Brambrut, formerly 
with Cortez F. Enloe Inc., admin- 
istrative assistant. 


Zellerbach Unit to Walker 


Crown Zellerbach Corp., San 
Francisco, has named Gene K. 
Walker Co., San Francisco, to han- 
dle advertising and public relations 
for the corporation’s new regional 
printing paper division, Chicago. 


Marie does it 
FASTER... 


complete mailings, multi- 
graphing, boy ay 
ing, addressing, fill-in on 
a oan ne letters, 
planegraphing. 
_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 
uick service and fast delivery 
ALL WAbash 2-8655. 


a Leller fn 


431 S. Dearborn St 5, ll. 
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Canada Court Fines 


Grocer on Stamp Use 


Ottawa, March 25—The years- 
old dispute over the legality of 
trading stamps under the Criminal 
Code of Canada was revived last 
week when a city magistrate’s 
court in St. Boniface, Man., fined 
a grocer $25 for distributing Prim- 
ax stamps. 

The case hinged, as many similar 
cases have, on interpretations of 
the sections of the code which de- 
fine what kind of stamp operations 
are legal and what aren’t. 

City Magistrate M. H. Garton 
ruled that Primax stamps, even 
though they had the words “St. 
Boniface, Manitoba” printed on 
them, ostensibly providing an es- 
cape from the code, were still il- 
legal and fined grocer Henri L. 
Carriere for handling them. 
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Miss Grove Joins Ad Statt | struction and Pipe Line News,|‘TsAB Report’ Bows executives. Those interested in re- 

Dorothy Grove, formerly an ad- | published by Oldom Publishing | The Theatre-screen Advertising |ceiving the monthly newsletter 
ministrative assistant with Foote,|Co., Houston. She will work di-| Bureau has put out the first issue should contact bureau headquar- 
Cone & Belding, has joined the/rectly with William R. Quarles,|of “TsAB Report,” a monthly |ters at 437 Merchandise Mart, Chi- 


advertising staff of Pipeline Con- | advertising manager. |news letter directed to advertising cago 54. 


beep” 


® According to a Justice Depart- 
ment official here, the St. Boniface 
ruling is not binding on other) 
courts because the code’s section} 
on stamps is so ambiguously} 
worded that magistrates and| 
judges may, if they wish, interpret 
the code in any of at least six 
different ways -- 

The Justice Department has been 
under pressure for months to pros- 
ecute trading stamp operators for 
alleged breaches of the code, but 
Crown prosecutors have said any 
such action would fail until the 
code is clarified. 

Through an oversight, the trad- 
ing stamp section of the code was 
not reviewed when the code was 
revamped two years ago. But it 
is expected that an attempt will be 
made during the current session of 
Parliament to amend the trading 
stamp section giving the federal 
government closer and stronger 
control over trading stamp use. # 


Squirt Ad Drive to Launch 
New Theme, New Bottle 

Squirt Co., Sherman Oaks, Cal., | 
will introduce a completely new | 
ad theme with its promotion this 
season: “Fresh Fruit Flavor You 
Can See.” At the same time a new! 
bottle will be introduced. The new | 
bottle is “a dynamic modern swirl | 
contour design, sparkling emerald 
green in color.” To add display val- 
ues, the bottle label has been) 
moved to the upper part of the 
bottle. 

The new ad theme will be dram-_| 
atized with the phrase, “Tip the! 
bottle . . . see the fruit that gives. 
you fresh fruit flavor!” The “Nev- 
er an after-thirst” slogan will con- 
tinue as a subordinate theme. Ads 
will break in mid-May in Look, 
The Saturday Evening Post and 
the Pictorial Sunday Magazine 
Group. Four-color half pages will 
be used. Dealer newspaper ads, tv 
spots and outdoor will back the 
national promotion. The Harring- 
ton, Richards & Morgan division 
of Fletcher D. Richards Inc. is the 
agency. 


NATA Elects Officers 

Harrison Davis of Fielder, Sor- 
ensen & Davis, San Francisco, and 
George W. Prechter Jr. of Trans- 
portation Advertisers Inc., New 
Orleans, have been re-elected pres- 
ident and vp, respectively, of Na- 
tional Assn. of Transportation Ad- 
vertising, New York. New officers 
elected include N. Gist Lamdin, 
Nation Wide Bus Advertising, New 
York, treasurer, succeeding Otto J. 
Griesar, Canadian Car & Bus Ad- 
vertising Ltd., who has resigned, 


ai 


a 


fa a 
100% COVERAGE of SPRINGFIELD... 
CAPITAL and HEART of ILLINOIS 


SPRINGFIELD is the capital of Illinois...and the economic 


capital of a prosperous, 11-county trading area. 


Agriculture, industry and Civil Service make this a balanced market, 
ideal for test campaigns. 


And the Illinois State Journal and Register offer you dominant coverage — 
100% in Sangamon County (Springfield) and 60.8% 
in the entire 11-county market. 


Ilinvis State Journal and Register 


and Philip J. Everest, vp, Trans-| i 
portation Displays Inc., New York, 


secretary succeeding Mr. Lamdin. 


Dooher Joins Representative 

J. M. Dooher, formerly in the 
San Francisco office of Macfadden 
Publications, has been named to 


the sales staff of Townsend Mill- @& 


sap & Co., San Francisco publish- 
ers’ representative. 


Me 
“The Ring Cy of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown"’ Newspapers covering Springfield, Illinois — Northern Illinois —San Diego, California —and Greater 
los Angeles...Served by the COPLEY Washington Bureau and COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., 
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IN THOSE MARKETS WHERE THE 
THREE NETWORKS COMPETE DIRECTLY : 


‘NBC IS NOW NUMBER 
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*March Trendez, Sun-Sat 7:30-10:30 PM 
tNielsen Multi-Network Area Report, Feb. 1,’58 


At the peak of the current season, and during 

those hours when most Americans are watching 
television, the competitive superiority of NBC 
programs has been decisively confirmed. Both 
Trendex* and Nielsen Multi-Network Areaj reports, 
which measure program popularity in major markets 
where the three networks directly compete, establish 
that NBC’s nighttime programs are how Number 1 
in viewer preference. 


The March Trendex report, for example, reveals 
that NBC leads the second network by 10% and the 
third network by 37% .* 


In terms of half-hour nighttime wins, NBC captures 
18, while the second network leads in 14 and the 
third network in 10.* 


In just one year, NBC has increased its nighttime 
audience by 22%, while the second network has 
declined 18% .* This represents the greatest one-year 
audience shift in television’s first decade and 


provides dramatic confirmation that 


the mosi popular programs in all television are on the 


NBC TELEVISION NETWORK 


AT NIGHT 
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POCKET SIZE REDUCING COMPUTER 
ie GRAPHIC ARTS 


it's easy to use, 


soves 
photographs, loyouts, artwork in a jiffy! Can be 


voluable timel Scale 
used on art up to 36”. A must for every art and 
production mon! Only $1.00 ppd. 

BENRICH, INC. Dept. A 
852 Monroe St. * Brooklyn 21, N.Y. 


International Paper Buys 
Lord Baltimore Press 
International Paper Co., New 
York, has bought Lord Baltimore 
Press Inc., Baltimore, through an 
exchange of stock. Richard C. 
Doane, president of International,| Calvert Promotes Asher 
said operations of the Lord Balti- Leonard Asher, brand manager 
more Press would be carried on as| of Calvert gin, has been promoted 
in the past with the same operating} to associate advertising and sales 
and management personnel. | promotion manager of Calvert Re- 
However, Hugo Dalsheimer, for-| serve whisky by Calvert Distillers 
merly president and _ treasurer,|Co., New York, a Seagram subsid- 
will become chairman, and Leonard |iary. 


|become president. The printing 


sumer packages and labels by lith- 
ographic and other processes. 


You can now have an entire 
Reference Library 


Greater Cleveland Market 


The more you know about a market 
can sell in that market. In Greater Cleveland (1.2%, 
of America’s Retail Sales) there are first rate oppor- 
tunities for important sales. The Plain Dealer has 
prepared a number of definitive studies on many 
~and on the nature of this market. 
Set up your own Cleveland marketing library. 


commodities 


Write for any of these studies. 


S-10—RETAIL PURCHASING BY 
ECONOMIC LEVELS-—Identifies the 
shares of reteil purchasing, total and of 
various commodities, with economic levels 
and geographic areas of the County. 


R-44— LIQUOR SALES, 1956 — Retail and 
wholesale sales, by type, brand and bottle 
size, by areas of the Total Cleveland Market. 
More than half of Ohio's total 1956 sales 


S-16—WHERE SALES ARE-—in The Com- 
pact Cleveland Market — Individual county 
volume and share of Cleveland Market — 
Total retail sales, food, drugs, automotive 
goods, major appliances, radio — television 


and liquor. 


The Cleveland 


on the 


the better you 


S-14={MAJOR APPLIANCE, RADIO, T-V 
SALES—The sales of more than 480,000 
appliance, radio and television units, 
detailed by commodity to each of the coun- 
ties of the Total Cleveland Market 


CAR SALES 


M-30— FOOD FACTS= The organizations 
and sales coverage of those who compose 
the distribution system of food store prod- 
ucts in the Total Cleveland Market 


S-12 — FOOD STORE SALES — Reported 
by The A. C. Nielsen Co. Sales volume, dis- 
tribution and other sales essentials, of a 
variety of food store commodities, define 
the areas and store types that bring you 
maximum sales 


[ The Cleveland PLAIN DEALER °32°22?2?2?223?.3?=?=> 4 
Market Research Dept. - Cleveland 14, Ohio 


(Circle numbers desired) 


Dalsheimer, formerly exec vp, will) American Shippers to Woolf 


company designs and prints COn-| named Len Woolf Co.. 


Advertising Age, March 31, 1958 


agg ‘Samish ‘Graduated’ 
Los An- After Serving Term 


geles, to handle advertising to in- e 

troduce its new ParcelAir a. for Evasion of Tax 

The new system reportedly wi 

speed the delivery of packages to}, San Francisco, March 25—Ar- 
any point in the U.S. at costs com- hur H. (Artie) Samish, former 
parable to slower rail express and | liquor lobbyist, who was once 
|parcel post. Initial ads wil] run in |called the “secret boss” of the Cal- 
the first five major cities in which | fornia legislature, returned here 
the service will be available: Bos- |!@St_ week after his release from 


American Shippers 


S-19-WHERE TO LOOK FOR NEW 


County are ranked by annual new car pur- 
chases per 100 families for the three year 
period, 1953-1955 


S-18-—1957 NEW CAR SALES —The 78,518 
cars sold in 1957 detailed by makes to each 
of the 342 census tracts of the County to pin- 
point your areas of sales opportunity. 


S-20-WHO BUYS STATION WAGONS 
In the low priced field, 78% by the better- 
economic-half of the County's families. Pur- 
chases reported by the individual census 
tracts of the County. 


Please send me the following publications. 


ton, Chicago, Los Angeles, New McNeil Island Penitentiary, at 
York and San Francisco. Steilacoom, Wash. 

| Mr. Samish is on parole after 
having served almost 26 months of 
a three-year sentence for income 
|tax evasion. He will remain on 
parole until July and must report 
on a regular basis to a federal pro- 
bation officer here. 

The 300-lb. Arthur Samish, now 
60, was convicted in 1953 of evad- 
ing payment of $71,000 income 
taxes for the years 1946-51 and was 
fined $40,000, which he paid. Mr. 
Samish also is reputed to have paid 
the government $750,000 in settle- 
ment of claims and penalties im- 
|posed by the Bureau of Internal 
| Revenue. 
| The Samish conviction came af- 

ter a long and bitter trial which 
scandalized the advertising indus- 
|try and involved Milton Biow and 
| several other nationally prominent 
advertising people and agencies 
(AA, Nov. 2, 53 et seq.). 

Arriving home, Mr. Samish de- 
clared, “I feel good. It’s good to 
|be out.” He also acknowledged he 
had “lost a little weight” while in 
the federal prison, but to most 
questions he replied simply, “No 
comment.” 

On his release at Steilacoom, Mr. 


They're yours without cost. |Samish suddenly displayed a big 


card reading: “Graduation Diplo- 
oe ma. University 
March 16, 1958.” 
| “That’s my diploma,” he grinned, 
and then walked away, refusing to 
discuss his future. During his im- 
prisonment, the San Francisco 
classified telephone book has con- 
tinued to carry the name “Arthur 
H. Samish,” with offices at 400 
|Montgomery St., under its public 
|relations heading. 

The downfall of “Kingpin” Sam- 
ish began in 1949, with publication 
by the now defunct Collier’s of an 
| article by Lester Velie which quot- 
ed Mr. Samish as boasting of his 
“iron control” of the California 
legislature. 

The articles were illustrated with 
a photograph of Mr. Samish hold- 
ing on his knees a ventriloquist’s 
dummy and asking, “How are you 
| today, Mr. Legislature?” # 


Isle of Magic. 


— The census tracts of the 


| McGraw-Hill Book Co. 
Boosts Wight, Robinson 

John W. Wight, general man- 

ager since 1955 of the Blakiston 
division of McGraw-Hill Book Co., 
| ae York, has been appointed to 
| the new position of staff vp of the 
| book company. Dexter Robinson, 
sales manager of the division, has 
| been appointed general manager of 
the division to succeed Mr. Wight. 
Mr. Robinson will also continue his 
duties as sales manager. 

The new vice-presidency was 
created because of the growing 
size and complexity of the organi- 
zation and the need for additional 
manpower in the general adminis- 
tration of the company. 


Eaton Heads ‘September 


S-10 S-12 M-30 $-18 $-19 Is Canned Foods’ Month 
S-20 S-14 R-44 S-16 Howard Eaton, formerly with 
PLAIN DEALER ses © ae ee eatin 
Name & Ryan, has been named executive 
Address director of September Is Canned 
Represented by Cresmer & Woodward, Inc., New York, Ciey State Foods Month, with headquarters at 


Chicago, Detroit, Atlanta, San Francisco, Los Angeles ss 


—————————————— 


215 Market St., San Francisco. Mr. 
Eaton will coordinate activities of 
the canning and allied industries 
in a nationwide promotion. 

The program will involve use of 
-established national advertising 
and promotion media to support 
local tie-in activities by brokers 
and food retailers. 
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Advertising Age, March 31, 1958 


Nelson, NTA vp and general man- 
| ager. 


A message to you from BOATMEN'S 


THIS owned by National Telefilm As- 

iS A TIME sociates and 20th Century-Fox | 
Film Corp., started in April, 1957 | 

FOR HEALTHY \with a “Premiere Performance” | 
spending \series. This weekly 20th Century- | 


|Fox feature film series ran for 39 
weeks on 134 stations. The network 
also offered four “Holiday Spe-| 
cials” featuring Shirley Temple! 
movies. Ten advertisers used the 
network during 1957. + 


Clipp Heads TV Code Board | 

Roger W. Clipp, exec vp and) 
| general manager of Triangle Sta-| 
tions, Philadelphia, has been ap-| 
| pointed chairman of the television | 
|code review board of the National | 
Assn. of Broadcasters, succeeding 
.  |William B. Quarton, exec vp of! 
TURNABOUT—A plea for spending, | wwiT-TV, Cedar Rapids, Ia. E. K. | 
rather than saving, is made as @| Hartenbower, general manager of 
means to combat the recession by|KCMO-TV, Kansas City, Mo., has | 
Boatmen’s National Bank of St. 


Teter come rigor of pour Se Lowe © Bey Rememens oo 


neghbeows ore mibiem We are all ine 


board and Donald H. McGannv.n, 
president of Westinghouse Broad- 


reappointed to the board. 


$1,000,000 Enden Push Set 

Helene Curtis Industries, Chi- 
cago, is spending $1,000,000 in a 
special three-month campaign for 
its Enden dandruff treatment 
shampoo. Consumer magazines, 
Sunday supplements, newspapers 
and tv will be used. Point of sale 
material will be used extensively 
in the campaign, which is the larg- 
est Helene Curtis has run for En- 
den since its introductory promo- 
tion two years ago. Gordon Best 
Co. is the agency. 


Haskins Joins Stanley 

Charles Haskins has joined Stan- 
ley Publishing Co., Chicago, as 
manager of the publisher’s new 
Cleveland office. In his new posi- 


45 


March 30, according to Raymond E. been appointed a member of the|tion, Mr. Haskins will sell adver- Guide,” a directory which lists 


|tising for all the Stanley publica- | products and services of some 8,000 
‘tions in western Pennsylvania and|Chicago area companies under 7,- 


| NTA Film Network, which is | casting Co., New York, has been|all of Ohio except Toledo. Mr./|500 business classifications. Copies 


Haskins had previously been a/may be obtained without charge 
salesman for National Petroleum | from the association, 30 W. Monroe 
|News, Printers’ Ink, Gulf Publish- | St., Chicago. 

|ing Co. and Moore Publishing Co. | 


Belco Appoints Stebbins 
|Browne-Vintners Elects Tosi Belco Products Corp., Los An- 
Byron G. Tosi, former vp of|geles, national distributor of XDR 
W. A. Taylor Co., New York li- | Food Supplements, has named Bar- 
quor importer, has been elected ton A. Stebbins Advertising, Los 
president of Browne-Vintners Co.,| Angeles, to handle its advertising. 
fervted York liquor importer and an/|Belco plans to kick off a major 
affiliate of the House of Seagram.|consumer magazine campaign this 
|Both Oscar J. Wile, chairman, and|summer with a page in the May 
Ernest B. Beattie, president, of | Coronet. 
Browne-Vintners have retired, but | 


| will continue to serve the company McGrath Joins Agency as VP 


as consultants. | Frank P. McGrath, formerly an 
. F ‘ account executive with Caldwell, 
‘Chicago Buyers’ Guide’ Out Larkin & Sidener-Van Riper, In- 
| The Chicago Assn. of Commerce |dianapolis, has been named a vp 
|& Industry has published the 23rd|of Poorman, Butler & Associates, 
edition of the “Chicago Buyers’| Muncie. 


Louis. The unusual plea—for a 
bank—was the subject of an edi- 
torial in the Globe-Democrat. Win- 

ius-Brandon Co. is the agency. | 


$100,000 Campaign 
Boosts NTA’s Fall 


Programming Plans 


New York, March 25—NTA Film 
Network has launched a four-week 
$100,000 campaign in newspapers 
and in broadcasting and advertis- 
ing business publications promot- 
ing two new programming plans 
for this fall. 

Part of the campaign is pushing | 
a new programming pattern called 
the Big Night, which is being in-| 
troduced in an effort to clear a) 
three-hour choice nighttime block 
once a week in the 17 markets with 
four or more tv stations. 

A second series of ads is devoted | 
to the network’s Double Impact 
plan spotlighting the “20th Cen- 
tury-Fox Hour” and “guarantee- 
ing” a maximum cost-per-1,000 of 
$2.50 per commercial minute on 
firm 13-week orders. This program | 
will be carried on 63 stations Sun- | 
day afternoons and repeated during 
a week night time period. 

Moss Associates is NTA’s agency. 


jrBpplbpeenspitedaea eaents 


ht 


eUpppoeriy: 
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® Six major program series will 
be offered next fall, Ely A. Lan- 
dau, president of the network, re- 
ports. 

Programs to be scheduled in the 
fall include: 

1. “How To Marry a Millionaire,” 
a half-hour series filmed by 20th 
Century-Fox. It will be based on 
the movie of the same name. 

2. “Man Without a Gun,” a half- 
hour Fox filmed western about a 
newspaper editor. 

3. “This Is Alice,” a half-hour 


4 
2 MERCH DISING 
» 
and 2 


Your “best seller” in the hardware 


Desilu comedy about a youngster 
who gets involved in “impossible 
situations.” 

4.“TV Hour of Stars,” hour 


dramas produced especially for tv 
by 20th Century-Fox and Warner 
Bros. These will be scheduled in| 
early evening or daytime hours. 

5. “Shirley Temple Films,” a 
series of movies featuring the child 
star in her heyday. These will be 
offered as holiday specials. 

6. “Premiere Performance,” a 
new group of 39 first-run-on-tv 
feature films. 


s NTA hopes to be able to start 
its “Big Night” at 7:30 p.m., local 
time, in the 17 markets where 
there are four or more stations. The 
exact night of the week is still to 
be designated. 

The night’s lineup will include 
the three half-hour series, plus 
“Premiere Performance.” The net- 
work said 15 stations have already 
indicated an interest in participar- 
ing in this format. 

“20th Century-Fox Hour,” part 
of the Double Impact plan, is slat- 
ed to begin in major cities Sunday, | 


, MELPFUL 
MARDWARE MAN 


ee 


market is its No. 1 magazine 


Interpretive editorial reporting, service articles for retailers 
and wholesalers, and intimate knowledge of every phase and 
facet of industry developments and trends make the pages of 
every issue of HARDWARE retailer informative and vital to 
38,815 readers—and profitable for advertisers. Pictured are 
just a few examples of HARDWARE retailer's editorial per- 
formance that makes it the best read, most valuable publica- 
tion in the hardware industry. Readers re-act to the pages of 
HARDWARE retailer—in 1957, 1,250,000 reprints were re- 
quested; and in the first 2 months of 1958 over 4,000 
inquiries were processed. This is readership vitality found 
only in the No. | industry magazine — HARDWARE retailer. 


WHOLESALER SPECIAL ISSUE—the May, 1958 issue will be the third annual 
issue devoted to hardware wholesaling. Another authoritative report telling the role 
of hardware wholesalers in distribution—in depth. 


the no. 1 mdustry magazine 


Published by the NATIONAL RETAIL HARDWARE ASSOCIATION 
964 North Pennsylvania Street . 


Indianapolis 4, Indiana 
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interviews with them for placement by 
u in business papers or for inclusion 
m your house — Shopping reports 
to determine selling effectiveness also 
available. 
We have a network of 200 - skilled, 
professional writers locate mn every 
corner of the United States. Originally 
we established this network to serve one 
of our accounts. Now our writers are 
available to work on special spot assign- 


outerwear and «coordinates, ” has| handle its advertising. The com- 
ing, Boston. The company is a new | advertising. 
jadvertiser. A campaign is planned | 


for consumer and business publi- | O’Driscoll Joins Telestar 
cations. 


WASHINGTON, 


Frank O'Driscoll, formerly with | newscasts of Washington 


Winwood Names Small | measuring equipment for agricul- s . 
PUBLIC RELATIONS OPPORTUNITY! | Winsesd Bentawwene Co. tian. \tore and iotueny, bea appointed | Radio, TV Stations 
Gan. you use, news, stoves. ang pictures T'chester, N. H., maker of boys’ Nelson Advertising, Des Moines, to|in Washington Join 


named William J. Small Advertis-|pany has been handling its own | ‘Good News’ Effort 


March 25—At a 
time when the airwaves and press 
lare gloomy with recession talk, 


ra- 


C & C Television Corp., has joined | gio and tv stations recently have 


a ments for you. For details, write: Hot Spot Appoints Nelson the sales force of Telestar Films, ‘taken on a much less forbidding 
WARTOSENSIS ADVERTISING CO. Hot Spot Detector Inc., Des|New York. Mr. 
10406 Manchester Road, St. Louis 22, Mo. 


Moines, maker of temperature 


O'Driscoll will | tone. 
|make his headquarters in Chicago. | 


Stations still report all the latest 


Alex F. Osborn 
President of the Creative 
Educational Foundation; 
Co-Founder of Batten, Barton, 
Durstine and Osborn. 


| ‘Greenville, South Carolina = 
“Amazed” Mr. Osborn 
There’s far more to the Greenville 


market than meets the eye through a 
train window. Ask Mr. A. F. Osborn. 


This advertising leader frankly admitted he had 
been “under-rating the city because of what | 
could see from the train window”. A February, 


1958, visit to this progressive industrial 
market changed his mind quickly. He was, in 
his own words, 


“amazed” at what he saw 


. giant textile and apparel plants 
humming with activity, a thriving retail 
district filled with shoppers, the new 
15-million dollar Furman University campus, 


new plants under construction, and much more. 


. is America’s Textile Si 


There is much more to the Greenville market than most 
folks realize. Packed into a compact, nine-county Retail 
Trading Zone, with Greenville as the center, is the 
largest concentration of textile mills, apparel plants 
and allied industries in America . . . a population of 522,000 
with incomes of $651,510,000 . . . retail sales of 
$431,196,000 . . . and South Carolina’s Finest Newspapers, 
The Greenville News and Greenville Piedmont. 


Write for your 
FREE copy of 
“Brand Inven- 
tory in 
Greenville 
News 
Homes” 


Be sure you know the real Greenville market. 
Ask us or our representatives, Ward-Griffith Co., 
for market data, assistance and information 
about South Carolina’s No. 1 market. 


Che Greenville News 


MORNING end SUNDAY 


GREENVILLE PIEDMONT - 


Daily Circulation 102,363 
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comments from those who believe 
the nation faces a serious economic 
problem. But they are also going 
out of their way to pay more at- 
tention to “good” business news 
from this and other communities. 

The planned effort to give more 
play to “good” business news was 
the brain-child of one of Washing- 
ton’s leading agencies. It has been 
worked out with the cooperation of 
the Merchants & Manufacturers 
Assn., and it has been welcomed by 
the operators of all radio and tv 
stations in the area. 


® The need for some creative at- 
tention to newscasts was outlined 
to station owners at a luncheon 
meeting a few days ago by execu- 
tives of Kal, Ehrlich & Merrick. 
“We can talk ourselves into believ- 
ing things are worse than they 
are,” said Alvin Q. Ehrlich, vp of 
the agency. 

“Actually, if we go to a little 
trouble to pay some attention to 
the good news, we may discover 
the business outlook is a lot better 
than most people realize,”’ he said. 

In their discussions with station 
owners, the agency officials made 
it clear that they are not interested 
in suppressing any news which 
stations ought to broadcast. 

“Our chief point,” Mr. Ehrlich 
said, “is that there is a good deal of 
news about new stores, new jobs, 
and new opportunities. But nobody 
seems interested in collecting it, 
and it never gets on the air, or off 
the financial pages of the newspa- 
pers.” 


s With the enthusiastic approval 
of the station owners, the Mer- 
chants & Manufacturers Assn. im- 
mediately began distributing a dai- 
ly report of “Good News Capsules.” 
Each report has as many as a dozen 
news briefs, summarizing “good 
|news” of local or national impor- 
tance. 

“A typical day’s report, distribut- 
ed to stations last week, included 
| these items: (1) Atlantic Research 
|Corp., Alexandria, Va., will con- 
|struct a new $1,000,000 building; 
| (2) Dayton Rubber Co. sales rose 
| by $2,000,000 in a recent three- 
|month period; (3) net worth of six 
|investment bankers here increased 
11% in the past 12 months; (4) 
|Northern Virginia banker reports 
ihe has yet to see a recession in his 
| area; (5) Davidson Transfer & 
| Storage Co. opens its second new 
| warehouse here; (6) Botany Mills 
|declares its first dividend in six 
months; (7) directors of Peoples 
Life Insurance Co. report the big- 
gest single year’s sales gain in their 
history; (8) General Electric gets 
a $100,000,000 radar subcontract; 
and (9) Ford earned $5.20 per 
share in 1957 compared with $4.38 
in 1956. Details are provided with 
each item. 


® Agency officials said they were 
|reluctant to invite newspapers to 
the original meeting because they 
feared newspapers would be sus- 
picious of any discussions which 
| involve the reporting of news. Now 
| that stations are using the mater- 
ial, however, the “Good News Cap- 
sules” are also going to local news- 
papers. + 


New England 4 A’s Elects 
Lendell A. Layman, president of 
Henry A. Loudon Advertising, 
| Boston, has been reelected chair- 
man of the board of governors of 
the New England Council of the 
American Assn. of Advertising 
Agencies. Frederick C. Noyes, 
| president and treasurer of Noyes & 
|Co., Providence, was elected vice- 
|chairman, and Joseph R. Wallace, 
vp, Harold Cabot & Co., Boston, 
secretary-treasurer. 


Publicis Affiliates with Two 
Publicis, French agency, has 
signed reciprocal affiliation agree- 
ments with the Belgian agency, 
Publicontrol, and the German 
agency, Troost Werbeagentur. 
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ROSY ViEW—Valley National Bank, 

Phoenix, plays up the good quali- 

ties of young people with this “non- 
delinquent” newspaper ad. 


Newspaper Linage Is 
Off 9% in February, 
Media Records Says 


New York, March 25—Newspa- 
per advertising in January and 
February totaled 385,419,981 lines 
—a loss of 32,153,190 lines com- 
pared with the same two months 
last year—according to Media Re- 
cords’ check of 52 cities. 

Biggest percentage losses for the 
period were suffered in automo- 
tive, down 17.4% (22,231,679 lines 
compared with last year’s 26,919,- 
506 lines), and classified, which 
was off 12.1% (dropping to 95,- 
272,295. lines from last year’s 108,- 
404,918 lines). 

For the month of February 
alone, linage was down 9.1%—de- 
creasing from last February’s 
total of 207,063,976 lines to this 
year’s 188,297,172 lines. Again the 
biggest percentage losses were 
in automotive and classified. Auto- 
motive suffered a 26.9% drop last 
month, falling from 14,364,966 
lines to 10,499,178 lines. Classi- 
fied, down 13.8%, skidded from 
53,263,839 lines last February to 
45,896,142 lines this February. + 


Grey Sets Record Spot TV 
Push on WRCA-TV for Pabst 
Grey Advertising Agency began 
a saturation spot tv campaign for 
Pabst Blue Ribbon beer and Hoff- 
man beverages on March 30 over 
WRCA-TV, reportedly the largest 
spot tv buy for a New York station. 
Grey, which handles Hoffman, a 
Pabst subsidiary, said it has the 
permission of G. Krueger Brewing 
Co., Newark, a client, tc handle 
the campaign. Norman, Craig & 
Kummel, which handles Blue Rib- 
bon, previously consented to the 
promotion (AA, Feb. 3, ’58). 


Fairmont Plans ‘Smokey’ Push 
Fairmont Foods Co., Omaha, 
will run a three-month comic sec- 
tion ad campaign in 34 newspapers 
in its 32-state market offering 
Smokey Ranger Station banks ‘or 
an undisclosed price plus two im- 
prints from Fairmont ice cream or 
milk cartons. Fairmont’s regular 
radio and tv schedule will alsu 
support the offer. Allen & Reyn- 
olds, Omaha, is the agency. 


Hawaii Turns to Advertising 
The territory of Hawaii is 
launching its first advertising 
cainpaign to promote industrial de- 
velopment in the island. A series 
of ads, to run every fourth week, 
begins in the March 29 Business 


Week. A bi-monthly series also 
will run in Industrial Develop- | 
ment. Woodrum & Staff is the | 
agency. 


American Broadcasting Co. 2.0.0.0... 
Columbia Broadcasting System .............. 
National Broadcasting Co. 2.........cccceee 

Total 


OTE UUIY * cxscvincsccsincesubesiietscscssibite 
Saturday & Sunday 
Nighttime 


Network TV Gross Time Costs 


Sources: Leading National Advertisers and Broadcast 
Advertisers Reports 


Jan. Jan. % 
1957 1958 Change 
$ 6,715,581 $ 9,134,917 +36.0% 
20,231,474 22,072,167 + 9.1 
16,554,941 18,387,128 +111 
$43,501,996 $49,594,212 + 14.0% 
$13,262,816 $14,868,978 +12.1% 
11,249,395 12,666,902 +126 
2,013,421 2202076 +94 | 
30,239,180 34,725,234 +148 


Genesee Sets Poster Drive 
Genesee Brewing Co., Rochester, 


Broadcasters Elect Ferguson 
Robert W. Ferguson, exec vp 


N. Y., will begin promoting May as'and general manager of WTRF- 


National Tavern Month by using 
1,000 24-sheet posters in its sales 
area during April. The theme for 


TV, Wheeling, W. Va., has been! 
elected president of the West Vir- | 


ginia Broadcasters Assn. Other new | 


the campaign is “Visit your friend- | officers of the group are C. Leslie | 


ly tavern.” Newspapers, 


radio, |Golliday, WEPM, Martinsburg, vp, 


television and point of purchase |and John Shott, WHIS, eens 


material also will be used. 


secretary-treasurer. 


Does The Negro Market 
Scare You? 


Yes, it’s different, it’s specialized and it needs a cautious ap- 
proach ... but it’s also bigger than ever, $17 billion worth of 
business from 17 million customers who can’t be overlooked. 
The Negro market may look like a hard nut to crack, but under- 
standing and experience pay off in sales that can make a product 
No. 1 in its field. 

Our interracial organization specializing in marketing, mer- 
chandising and public relations in the Negro market offers a 
forthright, reputable appraisal of “the problem” with no punches 
pulled. We have no axe to grind, no causes to push except sell- 
ing your product to colored customers. We are outspoken and 
to the point in analyzing and assessing the Negro market as re- 
gards your product and advertising program. 

Based on 15 years in the field, we can offer sound, seasoned 
judgement to weigh a sales program with complete integrity. 
If you want to talk frankly and candidly about Negro buying 
habits, about how you can penetrate America’s most brand- 
conscious market, we invite your inquiry without obligation. 


Ben Burns & Associates 


203 N. Wabash Ave. STate 2-4372 Chicago 1, Ill. 


Food for thought from BBDO 


Betty Crocker Cake, Cookie, Dessert Mixes 


Brer Rabbit 
Campbell’s Soups 
Cocomalt 


Foremost Dairy Products 


Sterling Salt 
Vermont Maid 


These famous brands have awarded their 
advertising business to BBDO in less than 5 short years. 


Doesn't this suggest someth mg to you? 


BBDO 


Batten. Barton. Durstine & Osborn, Inc. 


ATLANTA « BOSTON « BUFFALO «. CHICAGO . 


CLEVELAND . 


DALLAS « DETROIT . HOLLYWOOD . 


LOS ANGELES . MINNEAPOLIS . 


Other thoughtful food advertisers who have been with BBDO 
up to 39 years: Bravo Macaroni Products, Cling Peach Advisory 
Board, Cream of Wheat Corp., General Baking Company, Geo. A. 
Hormel & Company, Libby, McNeill & Libby, Maine Sardine 
Council, Minnesota Dairy Industry, M+ J +B Co., National Cran- 
berry Assoc., Pfeiffer’s Food Products Co., Spreckels Sugar Co., 
Sunlite Bakery, Inc., Treesweet Products Co., United Fruit 
Company, Zinsmaster Distributing Co. 


NEW YORK . PITTSPURGH «. SAN FRANCISCO « SEATTLE « SYRACUSE . TORONTO 
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Business Pa er M t Ai t + with Fred Zeder, then chief engi-; “By getting people to workjit takes two days to ready one of 
p us Im a elting neer of Chrysler. He had just re-|again,” he said, “I’m not talking|the birds for flight, and there is 


turned from Russia. He said, ‘I about the current unemployment|no work on Saturday or Sunday 


Share of Mi d N ' M B think the Russians are going to| problem, but about the national at- | because the government cannot af- 
k . . ; : - . - : - . 
In , 0 ar et: rower pass us technically in ten years,|titude toward turning in a day’s|ford overtime survival at time- 


BBDO Exec Tells ABP 
Reader's Lack of Time 
Is Publications’ Problem 


yardstick for measuring perform-| 
ance in the future must be share 
of mind—your reader’s ea 
Charles H. Brower, president of | 
Batten, Barton, Durstine & Os- 
born, told business paper publish- 
ers today at the annual eastern 


Eastern ABP Meeting 


conference of Associated Business 
Publications. 

“Ty is not your rival. Books are 
not your rival. The movies aren’t 
your rival,” Mr. Brower § said. 
“Time is your rival. And market- 
ing reports. And monotonous busi- 
ness memos. 

“If share of mind were your ob- 
jective,” he said. “I think you 
would be more ingenious in find-| 
ing ways to get it. 

“How about standardizing on a 
table of contents, and putting it 
where it can be found?” Mr. Brow- 
er suggested. 


s “How about a _ hundred-word 
summary at the beginning of each 
article, so the reader can taste and 
see whether or not he wants to eat 
that particular dish? 

“How about more complete 
pieces and less that drizzle through 
the book? 

“How about shorter pieces? Bet- 
ter pictures? Fewer posed heads? 

“How about better organization, 
both of editorial and advertising? 

“How about more titles that) 
really tell me what the article is| 
about, and fewer that leave me to 
guess? 

“How about more meat with the 
fat trimmed off? Less hash and re- 
hash? Sharper aim? | 

“How about getting a dozen or 
so of your readers together around 
a tape recorder and let them dis- 
cuss frankly the things they’d like 
to see changed” 


® “I am only urging,” Mr. Brower 
said, “that you keep on getting 
closer and closer to the one thing 
you have to sell—your reader audi- 
ence. And I’m reminding you that 
it gets harder and harder to do 
this every day, because your audi- 
ence is busier and busier and less 
and less patient.” 

Commenting on some of the cur- 
rently disturbing things, socially | 
and economically, Mr. Brower said, | 
“In most of America today this is 
the age of the half-done job, the 
era of the goof-off, the high tide of 
mediocrity. The land from coast to 
coast is enjoying a stampede away 
from responsibility. It is popu- 
lated with laundrymen who won't 
iron shirts, with carpenters who 
will come some day maybe, with 
clerks who won't wait on you, ga- 
ragemen who don’t like to get their 
hands dirty, teachers and preach- 
ers who are just putting in time. 


# “I think you fellows, as leaders 


Larry EF 


does 
at! 


of American business thought,” 
Mr. Brower told the publishers, | 
“have a job to do that no one else! 
}can do. And I think it has to be 


done if we are to survive as a class | remind you of the impressive bal le around Canaveral know there | product by th pe 
; } 2 - e number of people 
New - York, March 27—“Your!A nation. P P Pp y p 


because over there everyone is | work for a day’s pay, and getting |and-a-half. 

working hard, and over here | really interested in what one is| ‘We comfort ourselves from time 

everybody is busy thinking how to| working at. to time by saying that nevertheless 

get someone else to do his work.’ | our productivity is increasing. This 
“Ten years have passed,” Mr. @ “Doesn’t it scare the daylights|is true,” Mr. Brower said, “if you 

Brower said, “and I don’t have to out of you to realize that the peo- divide the worth of the national 


listic hardware that the Russians| will never be a launching on ajat work. But the truth is that hu- 


“Ten years ago I was talking have passing over our major cities.| Monday or a Tuesday? The reason: |man productivity decreases every 


See page 78 


“let’s up anchor and run before 


Launch your advertising schedule with the 

prevailing wind of fashion—as reported by VOGUE. 
Find your products or services riding the strongest 
selling wave across the country. For VOGUE sorts out 
all the ideas currently in the wind, then reports 

the best in what to wear, how to travel, entertain, 
furnish a room or an entire house. VOGUE reports 
them to the families other families follow; to the 
retailers you want to reach. And because VOGUE 
influences this audience to buy, what's seen in VOGUE 
travels like the wind—sweeping smart America 
today, all America tomorrow. Put the steady wind of 
fashion behind your own advertising program 
... put it in VOGUE. 


fashion is the selling power... Vogue is the fashion power 


VOGUE 


420 Lexington Avenue, New York 17, N. Y. 
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year—it is the increased produc- 
tivity of machines that hides the 
human failure. 


s “I don’t blame the unions for 
this,” Mr. Brower said. “All of us 
have united for many years to 
make work seem at least degrad- 
ing, or at best just a means of get- 
ting money for purposes of living 
and enjoyment. The doctors tell us 
to get away from work. And we 
advertisers stress the pleasures of 
the new leisure. 


“Somewhere, somehow, and 
soon,” Mr. Brower said, “the op- 
portunity for personal achieve- 
ment must be presented in new 
ways. Instead of looking for per- 
sonal achievement in daily work 
people now seek it after the day’s 


work is over. A quarter of all our| Russians out-achieve us signifi-| 


homes have basement workshops. 
More than $50,000,000 is spent each 
year on model kits, and $16,000,000 
is spent on boats each year. No one 
has to be told that personal 
achievement motivates all of our 


| golfers, 
leven yo-yo players. 


| few 


bowlers, fishermen, and 


® “Personal achievement,” Mr. 


| Brower said, “is not only a key to 


happiness, it is our only hope of 
national survival. For once the 


cantly, we will live only by their 
grace and consent. And the Rus- 
sians know, and we should know, 
that national achievement comes 
from hard work—not alone from a 
top-drawer scientists, but 


from the sound and solid work of 


| a whole people. 


“The incentive,” Mr. Brower 
said, “must be more than money, 
which keeps inflating itself as it is 
paid out, so that every man pays 
for his 
prices. There must be a return to 
oldtime craft prides. There is no 
reason why Oscars should be lim- 
ited to movie stars. Some award 
might well go to the outstanding 
engineer of the year, to the best 


increased wages higher} 


bookkeeper, even, if you will, to| = 


anceentn tential 


SEMMELWEIS 


COCTORS) WASH YOUR MANOS 


“My doctrine ia not eatabliahed in order that the 
book expounding it may moulder im the dust of « 
hbrary, my doctrine ws produced in order to banish 
terror from the lying-in hoepitals....” 

Sew melens 186 


HISTORICAL—Highlights of the work 
of doctors who changed the course 
of medical history are being used 
in a campaign by Mead Johnson & 
Co. On the reverse of this direct 
mail piece is a sketch of the work 
of Dr. Semmelweiss by Dr. Frank 


G. Slaughter. 
the best street sweeper. 
“I think that man, at least 


American man,” Mr. Brower said, 
“has simply hit a plateau for the 
time being. It is up to you and me 
as molders of thought and instiga- 
tors of action to get him off the 
plateau. I suggest that during the 
next 12 months you devote an im- 
portant amount of articles and ed- 
itorials to this problem. 

“Together you talk to the men 
who have most at stake. Together 
you talk to the men who can do 
most about it.” # 


You Just Gotta 
Think Fast Making 
Ad Decisions, Chief 


GREENWICH, CONN., March 27— 
Company presidents take an ac- 
tive interest in advertising opera- 
| tions but devote very little time to 
this interest. 

These seemingly contradictory 
findings come from a survey done 
| by Management Methods, the re- 
sults of which are published in the 
|/magazine’s April issue. 

The survey showed that 45% of 

company presidents plan adver- 
| tising themes, 43% select media 
and 40% insist on approving in- 
dividual ads. 


® On the other hand, the survey 
| also shows that advertising gets a 
minimum amount of the company 
president’s time. Half of the re- 
spondents said advertising takes no 
more than 3% of their working 
day. Only 2% said they spend as 
| much as 20% of their time at it. + 


Olsher Joins Munsingwear 
Rubin S. Olsher, formerly of 
Fairchild Publications and its pub- 
lication, Women’s Wear Daily, has 
been appointed assistant advertis- 
ing manager of the Hollywood V- 
ette Vassarette division of Mun- 
|singwear Inc., Hollywood. 


American Foam to Sackel 

American Foam Rubber Corp., 
New York, manufacturer of 
molded latex foam rubber, has 
named Sackel Co., Boston, to han- 
dle its advertising. Ehrlich, Neu- 
| wirth & Sobo, New York, is the 
| previous agency. 


Murphy Joins Export Agency 
William T. Murphy, formerly art 
| director of John Mather Lupton Co. 
and E. T. Howard Co., has joined 
National Export Advertising Serv- 
pom New York, in a similar capaci- 
ty. 
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Du Pont Names CPV in Britain |worked closely with him. In 1949;newspapers in Topeka. Later he 
E. I. du Pont de Nemours & Co. Harold Morgan, 51, Mr. Morgan was made business went to Chicago as a reporter for 
has appointed Colman Prentis & * manager of ABC-TV and the fol-| the City Press, then moved to the 
Venter, grok to handle adver- Ex ABC VP, McCann lowing year was named national | news desk of the Chicago Ameri- 
tising for Neoprene and Orlon in ; director of the network’s tv opera-|can. Just before World War I Mr. 
Britain. G. Strnet & Co. is the pre- Budget Head, Dies tions. In 1951 he became a vp of|Nichols joined Butler Bros. as an 
vious agency. Du Pont former-| New York, March 25—Harold | ABC in charge of the program de- advertising copywriter and became 
ly marketed in Britain through an|L. Morgan, 51, budget director of partment; the following year he advertising manager of the com- 
agent, Brown & Forth Ltd. Du Pont | McCann-Erickson and former vp was named to head the network’s | pany. rae : 
has opened a factory in Northern |and controller of American Broad- tv production services. In 1954 he| In 1918 he joined Printers’ Ink 
Ireland to produce synthetics for | casting Co., died yesterday at his was made vp and controller of the|as manager of its Chicago office; 


Britain, continental Europe and | home in Darien, Conn., reportedly | company. he came to New York in 1931 as 
Africa. | of a heart attack. | In 1957 he left ABC to become| managing editor. In 1933 he was 
Mr. Morgan was graduated from budget director of McCann-Erick- | made editor and a director. During 
Harvard College in 1928 and be- | son. the 1940s he served as Washington 
gan his business career as a re-| correspondent of the weekly; he re- 

search analyst with a Hartford, GEORGE A. NICHOLS | tired in 1950. 


Conn., brokerage house. From 1931 New York, March 25—George 
through 1934 he held a similar po- A. Nichols, 81, retired editor of 
sition with Standard & Poore’s' Printers’ Ink, died yesterday, after 
Corp., New York. In 1937 he joined |a short illness, at Columbus hospi- 
the staff of E. E. Anderson, con- | tal. 
sultant to Edward J. Noble, now, Mr. Nichols started his career as| Council, died March 17 of a heart 
board chairman of Beech-Nut Life | a newspaper reporter in Kansas attack. He had been active as a 
Savers Inc. In 1941, when Mr. No-' and is said to have been the first | designer since 1924. During his ca- 
ble bought WMCA, New York ra-| reporter to cover Carrie Nation’s|reer he had designed packages for 
dio station, Mr. Morgan became as- | anti-liquor raids in the late 1890s. many well known national adver- 
sistant secretary of the station. After graduation from Baker |tisers, including Clairol Inc., Gen- 

After Mr. Noble acquired con-| College, Baldwin, Kan., Mr. Nich-| eral Motors Corp., American Chicle 
trol of ABC in 1943, Mr. Morgan!ols joined the Capper chain of|Co., Sunshine Biscuit Co., Houbi- 


NORBET JAY 

New York, March 25—Norbet 
Jay, 54, package designer and a di- 
rector of the Package Designers 


311 €. Lancaster Ave., Ardmore, Pa 
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The Greatest Success Story... 


of Radio's resurgence is the astonishing growth in local radio billings 
during the last two years...to wit: 1955, $272 Millions—1957, $372 
millions ...an increase of $100 millions or 37.% 


...and do you know that you can enjoy the tremendous advantages 
of local radio by utilizing KEYSTONE BROADCASTING SYSTEM which 
offers you local radio IMPACT over a network of more than 1,000 
stations or any portion of that network that suits your special needs. 


We'll be glad to tell you the whole exciting story! 
Send for our New Station List... write 


Send for our new station list 


CHICAGO NEW YORK tos ere rn ~ eenaed 
W. Washi 527 Madison Ave. 3142 Wilshire Bivd. ‘ost St. 
State 200" Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 


e TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it's 
up to you, your needs. 

© MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some “spot” costs. 


© ONE ORDER DOES THE JOB. All bookkeeping and details are done by Keystone, yet the best 
time and place are chosen for you. 
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gant and American Safety Razor 
Co. Mr. Jay also was an active 
member of the Society of Indus- 
trial Packaging & Material Han- 
dling Engineers. 


HENRY A. WILLIAMS 

PATERSON, N. J., March 25—Hen- 
ry A. Williams, 63, board chair- 
man and executive editor of the 
Paterson Call, died March 23 of a 
heart attack at his home. 

Mr. Williams followed his fa- 
ther, Judge Robert Williams, and 
his brother, the late Robert Wil- 
liams Jr., as publisher of the morn- 
ing daily. His father bought the 
newspaper in 1889 and served as 
its head until his death. On the 
death of his brother in 1953, Henry 
Williams became publisher, but in 
1956 he relinquished the position 
to his son, Henry A. Williams III, 
but retained his position as board 
chairman and also assumed the title 
of executive editor. 

A graduate of Princeton Univer- 
sity, Mr. Williams studied law and 
was admitted to the bar in New 
Jersey in 1920, after service in the 
army during World War I. In 1922 
he was elected to the state assem- 
bly and in 1925 was elected to the 
state senate. He was a past national 
aide de camp of the Veterans of 
Foreign Wars and a former na- 
tional deputy chief of staff of the 
Disabled American Veterans. 


CYRIL M. KORNBLUTH 

LEVITTOWN, N.Y., March 25—Cy- 
ril M. Kornbluth, 35, noted science 
fiction writer, died here March 21 
of a heart attack. Mr. Kornbluth 
wrote many books with former ad- 
man Frederik Pohl, in which they 
satirized current social, business 
and political conditions by extend- 
ing them into the future. One of 
the first of these was “The Space 
Merchants,” a novel describing the 
2lst century, when advertising 
agencies were supposed to have 
taken over the world. Whole con- 
tinents and planets are assigned to 
agencies for exploitation, and there 
is armed conflict between agencies 
over accounts. Mr. Kornbluth, who 
was born in New York and who 
graduated from the University of 
Chicago, served as Chicago editor 
of Trans-Radio Press from 1949 
to 1951. 


ERLING G. NELSON 


New York, March 25—Erling G. 
Nelson, 55, treasurer of Woman’s 
Day, died yesterday of a heart at- 
tack while on vacation in Mexico 
City. Born in Oslo, Mr. Nelson was 
brought to this country as a child 
by his parents. At 17 he got his first 
job with the Great Atlantic & Pa- 
cific Tea Co. and later was trans- 
ferred to the company’s auditing 
department. In 1947 he was ap- 
pointed treasurer of Woman’s Day, 
which is owned by A&P and dis- 
tributed through its stores. He was 
president of the Lenstock Assn., 
Lennox, Mass., and treasurer of the 
Players Club, Scarsdale, N.Y., 
where he lived. 


Mattel Doubles Budget 
for ‘Mickey Mouse Club’ 

Mattel Inc., Los Angeles toy 
manufacturer, will double its ad- 
vertising budget and spend about 
$1,000,000 to advertise on the 
“Mickey Mouse Club” and “Disney 
Adventure Serials” (ABC-TV) 
from October, 1958, to December, 
1959. The company currently 
spends the bulk of its $500,000 ad 
budget on the “Mickey” show. 

The company announced its 
move in an ad headlined: “A time- 
ly story of confidence in toys, ad- 
vertising and people” which ran in 
the New York Times two weeks 
ago as the national toy show was 
being held in that city. Carson/- 
Roberts is Mattel’s agency. 


Parker Agency Moves 
Parker Advertising Co., Dayton, 
has moved to larger quarters at 333 


W. First St, 
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miered in 23 cities this week. Code | Sales Managers’ Assn. of Philadel- 
subscribers may borrow the 24-  phia’s 22nd Howard G. Ford award 
minute film for local showings. 


GE Wins Marketing Award 


General Electric Co. has won the | accept the award April 15. 


for outstanding performance in 
marketing during 1957. Fred J. 
|Borch, GE’s vp of marketing, will 


Advertising We Can Do Without ... No. 44 | Whirlpool Realigns Sales, 
Advertising Management 
ladle etal teelslalela teehee 7c. @..Mewesk ies tee waned 
y Reg. $6.39-SAVE | general manager of advertising and 
s bi, FANTASTIC 20 4 | sales promotion at Whirlpool Corp., 
| . St. Joseph, Mich., a new position 
‘ ete nnedingele 
bed © Quick Growing ———_ ws s brought about by a realignment of 
bi SS SEED @ Treated with * Deter Late: Wal ucimareo Hl the sales organization for RCA 
H , J om 4 Whirlpool appliances. 
a Reg. 5 Ibs. ‘store . A general sales division also has 
s $2.95 C a aty ts 4 been established, under the direc- 
Ss a tion of John Crouse, general sales 
a % SPREADER Spar Varnish m | manager. George Stevens, former- 
2B yb ty $495 sans $999 ot 1B ly general manager of the range 
* noon deseseetee = 'g © and refrigeration division, is now 
' OPEN SUNDAYS ff Vp Get. merchandising manager; Harper 
H+ —. ry 195 | PARMGG PEN § see $ 99 H Dowell, formerly a director of dis- 
Ea SHAMPOO $99 ; we JOTTER” 1 “STRIDE” 1 @ | tribution, is now distribution man- 
& : : ager; and Sol Goldin, formerly 
@ PIEDMONT APPL. MARX BROS. PARK DIST. -| merchandise manager for ranges, 
HE 19147 207 RD. E. of Evergrecn art es Hens" 24010 JOUN R (ear 19 Mile 4) | | is now key accounts manager. 
SR RBBB ES PRICE BUSTERS EERE vue Pent 
WHAT'S THAT PRICE?—“Here,” writes Frank E. Bair, account exec at gener y ¢ jp 
Clark & Bobertz, Detroit, “is another of those ads which builds mis- film documentary, “A Welcome 
trust for all advertising. What can you really buy this Super-Kem- 


Tone for?” If you look at everything in the upper right hand corner 


with the greatest of care—and 
your eyes are perfect—you can 
probably find out. 


Fourth Volume of 
ANA Series Covers 
Costs, Budgeting 


New York, March 25—A 362- 
page volume, “Advertising Budgets 
and Cost Control” has been pub- 
lished by the Assn. of National 
Advertisers as the fourth book in 
a seven-volume_ series. called 
“Practical Guides and Modern 
Practices for Better Advertising 
Management.” 

Prepared by the ANA’s adver- 
tising budget control committee, 
Volume IV carries material on the 
budgetary procedures of Quaker 
Oats, Esso Standard, H. J. Heinz, 
Dow Chemical, General Mills, 
General Foods, Eastman Kodak, 
Falstaff Brewing and Minnesota 
Mining & Mfg. A total of 23 ANA 
members made their advertising 
budget and control procedures 
available in the form of case ex- 
amples. 

Topics covered include a check- 
list of some 150 factors to be con- 
sidered for better advertising 
budget preparation and control; 
budgeting for profit; graphic arts 
purchasing; buying point of sale 
materials; controlling and budget- 
ing tv staging and production costs; 
allocating advertising costs by 
market areas; proof of perform- 
ance affidavits; print media con- 
trol procedures and a checklist of 
advertiser-agency responsibilities 
for expenditure control. # 


Japanese Productivity Team 
Studies U. S. Ad Activities 


A 12-man productivity team 
from Japan arrived in the U. S. 
March 14 for a two-month study 
tour of advertisers, advertising 
agencies, newspapers, broadcast- 
ing stations and advertising asso- 
ciations. On April 2, the team is 
scheduled to spend the entire day 
at J. Walter Thompson Co., New 
York. 

Members of the team are Kame- 
taro Urashima, Meiji Confection- 
ery Co.; Uzo Oguchi, Hattori Watch 
Mfg. Co.; Michio Torii, Kotobykiya 
Breweries; Sakae Itoh, Papilio 
Cosmetic Co.; Kanzaburo Morimo- 
to, Takeda Pharmaceutical Co.; Ta- 
keo Suzuki, Morinaga Confection- 
ery Co.; Yoshio Miwa, Marumiya 
Soap Co.; Tokuo Saigo, Japan Ad- 
vertisers Assn.; Uichiro Nitta, Ja- 
pan ABC Assn.; Wataru Takaha- 
shi, Dentsu Advertising; Hiromasa 
Seki, Hakuhodo Advertising Agen- 
cy, and Giichi Murakami, Adver- 
tising Federation of Japan. 


Phibbs Agency Moves 

Harry C. Phibbs Advertising will 
move to larger quarters at 36 S. 
Wabash Ave., Chicago, April 1, 


Guest in the House,” which tells 
lof the television code, is being pre- 


Now—we can serve you 
better with over 
100,000 CIRCULATION— 
400,000 prospects for 
the same old Rate— 
33¢ line BUYS BOTH. 


Tie El Paso Times 


MORNING AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


: 


Co - 


TWO Separate Newspapers...33c Line BUYS BOTH! 


THE TRADING STAMP: 


Over half of the non-stamp 


supermarkets have lowered 
food prices because of the 


trading stamps competitive pressure 


Consumers have benefited from trading stamps in both stamp 
and non-stamp stores. When a leading research organization recently made 
a national survey among the managers of 541 supermarkets that do not give 


stamps, they found that more than half of them (51.5%) had reduced prices 


to compete with stamps. 


At the same time, supermarkets that give 
stamps have remained competitive within nor- 
mal price ranges. With increased volume paying 
for the cost of stamps in most instances, stamp 
stores have been able to maintain prices, or 
even lower them. According to studies by mar- 
keting experts connected with universities, 
there is no evidence that stamp stores, as a class, 
charge higher prices than non-stamp stores. 
Thus, the trading stamp can be counted 
among the anti-inflationary forces operating on 


food prices. At a time like the present, when 
there is upward pressure on the prices of every- 
thing, it seems we need more and more com- 
petitive forces, like trading stamps, in the 
marketplace. 


* * * 


REFERENCES: “Status of Trading Stamps in Food and 
Drug Stores.” Selling Research, Inc., New York, 1957. 

“Competition and Trading Stamps in Retailing.” Dr. 
Eugene R. Beem, School of Business Administration, Uni- 
versity of California. 


This message is one of a series presented for your information by 
THE SPERRY AND HUTCHINSON COMPANY, 114 Fifth Avenue, New York 11, New York. 
S&H pioneered 62 years ago in the movement to give trading stamps to consumers as a discount for paying cash, 
S&H GREEN STAMPS are currently being saved by millions of consumers, 
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PHOTOGRAPHI 
REVIEW 


Conde Reed Montague N. Jacobs 
Hackethorn M. Jacobs Flynn English 


PLANNERS—Members of the executive committee re- Jacobs, Chicago; Dean Earl English of the univer- 
sponsible for planning the 50th anniversary celebra- sity; Jack Hackethorn, agricultural press represen- | 
tion of the University of Missouri’s school of jour- tative; Jack Conde, American Motors Co.; Walter 
FESTIVE—Miss Hops and Miss Malt—Zeni Fowler (left) and Regina nalism—the first such school—meet in Chicago. Reed, publicist, and Samuel P. Montague. The nine- 


Roman—display an in-store sign promoting the California Beer Fes- They are Morris E. Jacobs, of Bozell & Jacobs, Oma- month celebration will begin in August and continue . 
tival to be held April 21-27. The promotion is being handled by ha, general chairman of the celebration; M. F. Flynn, through the annual Journalism Week to be held in 
Herbert Cerwin & Associates, San Francisco. New York Daily News; Nathan E. Jacobs, Bozell & Columbia in May, 1959. 


RESOURCEFUL — 
Reader David 
Shulgold sent in 
this ad as an ex- 
ample of the fine 
work done by 
small agencies 
with low budgets. 
The photo was 
taken by astrono- 
mers at Mt. Wil- 
son Observatory 
and makesa 
striking back- 
ground. Cost of 
the photo: 90¢. 


Johnson Baldwin Rivet Byron Atkinson Mr. Shulgold enue are C8 tomcat 
CELEBRATION—These advertising leaders were the Margaret Brown Byron, founder; and speakers Elton heads his ie pantie * 
principal participants in the silver jubilee dinner Johnson, Stanfield, Johnson & Hill, Toronto, pres- a ce ad , Sidi 
held by the Women’s Advertising Club of Toronto, ident of the Canadian Assn. of Advertising Agencies, ngeves. 


They are Madeleine Rivet, 25th and current presi- and T. M. Atkinson, Du Pont of Canada, Montreal, 
dent; Marg ret Pennell Baldwin, first president; president of the Assn. of Canadian Advertisers. 


ae Brown Redpath Marsh Lashmet Wherry Hartman Holloway Degan Doolittle Minor Burton Holloway 


ADMAN FUN—Chicago’s Bonspiel, open only to ad men, drew about 40 curlers this year. Mfg. Co., and Larry Wherry, Wherry, Baker & Tilden. At right are winners of the 
In the center photo, George H. Hartman, George H. Hartman Co., holds the trophy Needham, Louis & Brorby trophy for the runners-up. They are Al Degan, Macfadden 
his agency presented to the winning rink. John T. Holloway, Hartman vp, reaches Publications; John Doolittle, Doolittle & Co.; Charlie Minor, McGraw-Hill Publishing 
for Mr. Hartman’s drink. The Hartman trophy winners (at left) are Rankin Lashmet Co.; Bob Burton, Kenyon & Eckhardt, and Mr. Holloway. The Bonspiel was held at the 
and Bob Marsh, Curtis Publishing Co.; Bud Redpath, Life; Dunning Brown, St. Charles Exmoor Country Club; a cocktail party afterward included wives and families, 
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Business News 
Gets Airing in 
Hertz Radio Show 


CuHiIcaGo, March 25—Hertz Rent 
A Car System has spelled out de- 
tails of the first business news 
show to be carried on an American 
radio network, which the company 
is sponsoring beginning March 24 
on CBS (AA, Feb. 24). 

The show is carried 12 times 
throughout the week in five-minute 
segments. It is heard at 7:30 
p.m. (EST) on Mondays through 
Fridays; at 9, 10:55 and 11:55 a.m. 
and 12:55, 6:55 and 8 p.m. (EST) 
on Saturdays, and at 8 p.m. (EST) 
on Sundays. Release times in the 
Mountain and Pacific Coast time 
zones have been altered in order to 
reach business men as they are 
driving home. 

Nine of the 12 shows are de- 
voted exclusively to business news 
and the other three will carry world 
news. Walter Cronkite is the news- 
caster. 


= Hertz is investing $1,000,000 to 
sponsor the show. Commercials 
concentrate on car rentals but 
also push the leasing and rentals of 
Hertz trucks. The commercials 
feature a jingle which talks about 
“The Hertz Idea,” which has been 
highlighted in Hertz print adver- 
tising over the past year. 

The show is being promoted by 
means of some 1,100 phonograph 
records which are currently being | 
mailed to all Hertz licensees, and 
executives of airlines and railroads. 
A quarter-page ad ran in the 


(p<? UTOm * Tet there wes 
a very bee Fido who eomabd 


MERCURY/58 


MERCURY/58 


MERCURY/58 


“at row = row 


twist—The Los Angeles district Lincoln-Mercury Dealers Assn., which 
includes dealers in Arizona and Nevada, has launched a six-week 
newspaper campaign. The campaign calls for ten 100-line ads which 


feature a switch on animal fables. Kenyon & Eckhardt, Los Angeles, | 


Florist Assn. Buys ‘Person’ | April 1. Three major chains have 
The Florists’ Telegraph Delivery | Signed for the service, the com- 
Assn. began co-sponsorship of Ed- | Pay says. Ad-Carts is also slated 
ward R. Murrow’s “Person-to- | fF entry into three other major 
Person” tv show (CBS-TV) March |™arkets in May of this year, the 
21. FTDA is sponsoring the show |©°™Pany added. 
on an alternating basis with Time} 
Inc. This is the association’s first) 
sponsorship of a regularly sched- | 
uled television program. 


i 6.6.66 6 6666 6 


$,66656666666666666565656 


% MAGAZINE CLAS 
Q — BIGGEST — 
— BY THE MILLIONS — 

Ad-Carts Bow in Kansas City | ‘ Sisnes & Same ted the oclug 
Ad-Carts Inc., St. Louis, is in- ‘ PUBLISHERS CLASSIFIED DEPARTMENT 

troducing its Ad-Carts, supermar-| 9 9S. CLINTON ST., CHICA 

ket carts on which advertising is | 2466666666696660909¢ a 

sold, into Kansas City, effective | 


Somebody may allege that it’s 
Slander, Libel, Piracy of his stuff, 
Invasion of his Privacy, Violation 
of Copyright — accusing your 
Agency, Client or personnel. SO 
— have our unique Excess INSUR- 
ANCE, to cushion the claim —- 


_ EMPLOYERS 
REINSURANCE 
CORPORATION 


Whether a's 
PRINTED 
BROADCAST 
TELECAST 


21 W. Tenth, Kansas City, M 
New York, 107 William St 
Chicago, 175 W. Jackson 


March 24 issue of Wall St. Journal. 
Hertz licensees were furnished | 
with newspaper mats to run tie-in | 
ads in their local newspapers. 

The show was conceived and pre- 
pared by Campbell-Ewald, Chicago, | 
Hertz’s agency, and CBS. This | 
marks the first time that Hertz has 
used network radio as an advertis- 
ing medium. + 


Jim Nash Canada Bows 

Jim Nash Associates, New York 
industrial designer, has formed an 
independent Canadian corporation, 
Jim Nash Associates Canada Ltd., 
180 University Ave., Toronto. Eric 
Teran, exec vp of the New York | 
company, has been named presi- 
dent; James Pilditch is general 
manager, and Mrs. Patricia Morri- 
son is public relations director and 


secretary. | 
Chane! Breaks Drive in ‘SEP’ 
Chanel Inc. is using The Satur- 
day Evening Post for the first time 
with the launching of a spring 
schedule of junior pages in the 
March 29 issue. The initial ad fea- | 
tures Chanel No. 5, with generous | 
use of white space. Other Chanel 
perfumes also will be included in 
the copy. Norman, Craig & Kum- 
mel, New York, is the agency. 


WCAX Boosts Millar 


John Millar, local sales manager 
»f WCAX, Burlington, Vt., has been 
advanced to the post of commercial 
manager. He will be responsible 
for both national and local time 
sales at WCAX. He will continue 
to serve as weekend news editor of 
WCAX-TV. 


Patterson Joins Acme 

DeWitt A. Patterson, formerly | 
manager of Color Engravers, a di- | 
vision of Publications Corp., has 
been named manager of advertis- 
ing agency sales and service of 
Acme Gravure Services Inc., Chi- 
cago. 
Sullivan, Stauffer Names Two | 

Charlotte Dennis, former Benton 
& Bowles copywriter, and Thomas 
Gad, formerly a copywriter with | 
Compton Advertising, have joined 
the creative department of Sulli- 


van, Stauffer, Colwell & Bayles, | 


New York, 


is the agency. 


an Francisco, 100 Bush St 


effectively, inexpensively. 


es 
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FLORIDA TIMES-UNION 
TAMPA MORNING TRIBUNE 


THE MIAMI HERALD 


keeps on wowing! 


Today, Florida’s economy stands on four 
sturdy legs—agriculture, tourism, industry and 
retirement. The severe winter weather slowed 
up the first two temporarily, but the others 
rolled merrily along. 


From January 1956 through June 1957 a 
total of 827 new industrial plants started op- 
eration in Florida, creating 50,000 new jobs. 
Since 1947, manufacturing employment is up 
74 per cent; manufacturing payrolls have in- 
creased 190 per cent. And more industries 
are seeking plant sites in Florida today than 
ever before! 


This relatively recent—and big—backlog of 
buying power is a major balancing factor in 
Florida’s new economy. 


Add the fact that nearly 3,000 new perma- 
nent residents are moving into Florida every 
week—yes, every week—and you have another 
realistic reason why Florida keeps on growing! 


It takes more than one bad winter (in 60 
years) to stop Florida! The farmers are plow- 
ing fresh furrows. Spring and summer tourist 
business promises to be as good or better than 
last year. Industrial payrolls continue to climb. 


Florida — America’s most exciting, new 
profit-market has just begun to grow! 


To cover Florida’s top markets and their 
rich trade areas—at lowest cost—plan your 
schedules in The Miami Herald, Florida Times- 
Union and Tampa Morning Tribune. These 
three big morning dailies give you saturation 
coverage in Florida’s three major markets— 
plus from 20 to 100 per cent home coverage 
in 51 of Florida’s 67 counties. 


REPRESENTED NATIONALLY BY 
The Kotz Agency. Inc. 
JACKSONVILLE 


Sowyer-Ferguson-Walker Co. 
TAMPA 


Story. Brooks & Finley.inc. 
MIAMI 
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Edsall Plans to Form Marketing Agency 


Built Around Management Consultants 
(Continued from Page 2) 


the advertising agency’s role.” 


Assn. of Consulting Management 
Engineers, the American Institute 
jof Architects, the American Bar 
Assn. and the American Medical 
Assn.” 

Mr. Edsall told ADVERTISING AGE 

He also pointed out that while that officials of the management 
large corporations may use dif- | ©™8!neering group have been con- 
ferent agencies and companies to|SU!ted and have given their tenta- 
obtain a broad range of services,|tive approval to members’ partici- 
this multi-agency relationship is |P@U"8 !n such a venture. 
not feasible for smaller clients. 

The group, in its discussions, has,® Mr. Edsall has had some 30 
come to the conclusion that “more | years’ experience in business and 
often than not the small agency | advertising. He has been associated 
promises the integrated package,| With a dozen agencies, among them 
but almost invariably delivers a/R. E. Lovekin Corp.; Bridge & 
hodgepodge,” he said. | King; N. W. Ayer & Son, and Cra- 

Mr. Edsall declared that the ad- pew & Hedrick. He is a former ad- 
vertising agency of the future “will! vertising and sales promotion man- 


s Mr. Edsall said that while some 
large agencies have succeeded in 
developing a variety of services, 
these are “seldom, if ever, present- 
ed as a planned, integrated pro- 
gram.” 


ager of the tube division of Radio 
Corp. of America, and he has been 


in 


managing director of the Assn. of 
National Advertisers and author 
of the ANA’s 1934 “Haase report” 
on advertising agency compensa- 
tion; and Horace Titus, artist, de-| 
and consultant to Helena 
Rubenstein Inc. Mr. Titus is the 


signer 


business for himself. 


Mr. Edsall revealed the identities 
jbe built around a central core of | of only two members of his group: 
radical change in the concept of | Valid management counseling,” op- | Albert E. Haase, president of the 
|erating under standards “as defin- | Jewelry Industry Council, former 
ite and exacting as those of the} 


son of Helena Rubenstein. 


sultants. 


The other members of the group 
are primarily management con- 
invited to 
participate in the new agency if 
and when it gets off the ground, 


All will be 


Mr. Edsall said. + 


Wittigschlager to Farm House 


E. M. Wittigschlager, formerly 
national sales manager of Kitchens 


WESBY R. PARKER, exec vp of Dr. Pep- 
per Co., Dallas, has been elected 
| president of the company, succeed- 
ing Leonard Green, who has joined 
Ray Smith Associated Companies, 
transport organization. Before join- 
ing Dr. Pepper in 1956, Mr. Parker 


of Sara Lee, has joined Farm House| held management, marketing and 


Frozen Foods, Wethersfield, Conn.,|@dvertising posts 


as vp and director of marketing. 


with General 
Foods Corp. and Pillsbury Mills. 


Meet Paul Taft “| 


Foresighted businessman and broadcaster . . . Paul saw the potential of television 
. . . determined to be a part of it . . . buile KGUL-TV © ae 


Just as his station plays a prominent role in the lives of the people of Houston 
and Galveston . . . Paul occupies a position of leadership in the 

local affairs of these dynamic communities . . . friendly, experienced, popular . . . 
a man who is close to the people of Texas and knows how best to reach them. 


Paul is one of the important reasons why KGUL-TV © is your best buy in the 
Houston area . . . the only station delivering city-grade service 4 
to both Houston and Galveston. Represented by CBS Spot Sales. 


A CORINTHIAN STATION Responsibility in Broadcasting 


KOTV Tulsa « KGUL-TV Houston « WANE & WANE-TV Fort Wayne 


' 


KGUL-TV 


HOUSTON 


WISH & WISH-TV Indianapolis 


Advertising Age, March 31, 1958 


Hazel Bishop Is 
‘in Red for Third 
Consecutive Year 


(Continued from Page 3) 
“operations are on a_ profitable 
basis.” 


s A letter accompanying the re- 
port, signed by Bert Schwartz, vp, 
manufacturing, has a_ postscript 
which reads: “Please note that our 
financial statements do not include 
our principal asset—‘Good will.’ 
As a result of our $27,000,000 ad- 
vertising expenditure, four out of 
ten U. S. women now use at least 
one Hazel Bishop cosmetic. This is 
a very valuable franchise, which 
is worth millions!” 

Current Hazel Bishop advertis- 
ing, which Mr. Spector placed at 
“under $5,000,000” recently, is re- 
ported being cut back. 

The annual report lists total cur- 
rent assets of $1,962,455 and total 
liabilities of $1,955,447, of which 
$1,547,010 is for “accounts payable 
—trade.” 

Among the notes appended to 
the financial statement is one 
which says that pursuant to an 
earlier agreement, Hazel Bishop 
has sold its accounts to “Raymond 
Enterprises Inc. (formerly Ray- 
mond Spector Co.), a principal 
stockholder.” 


s Last year (AA, March 4, ’57) 
Mr. Spector was quoted as saying 
| he was going to sell his agency, 
Raymond Spector Co., to Hazel 
Bishop; then apparently he 
changed his mind and decided to 
| liquidate the agency instead, re- 
viving it as a wholly owned Bishop 
subsidiary. 

Other financial notes refer to 
“unusual returns in November and 
December, 1957, approximating 
| $200,000” in connection with the 
repackaging program and a breach 
of contract claim for $94,046 made 
against Hazel Bishop in January. 
Mr. Spector reports he owns 
62% of the stock in Hazel Bishop 
Inc. 


CHESEBROUGH DROPS 
/HAZEL BISHOP DEAL 


| New York, March 27—Chese- 
brough-Pond’s has dropped all ac- 
|tivity in connection with purchas- 
ing Hazel Bishop Inc. 

According to a company release 
today, “A high official source at 
Chesebrough-Pond’s said that his 
company had entered into explora- 
|tory discussions with Bishop when 
it was learned that the company 
was for sale, but that Chesebrough- 
'Pond’s had terminated negotiations 
several days ago.” + 


Counsellors Group Merges 
With Gresh & Kramer 


The Counsellors Group, Doyles- 
town, Pa., has merged its advertis- 
ing and publicity operations with 
Gresh & Kramer, Philadelphia 
agency. Lincoln E. Smith, manag- 
ing director of Counsellors, will di- 
rect new business, account de- 
velopment and public relations for 
Gresh & Kramer. 


Clinton 


does 
it! 


See page 78 


ERE PIMA a al SO a 


RR RM eh ee a” oe BEE wy! gt oe a RE eee eee roe hea ee ed en GO Ge SN Klee, SRR Ran at re dg IO gee a RRR TES NE a a 
ee Ge soa > eee ee ec ca. oi. Ta 3 pe ee ean Oa Mi lie bal ecient ee cre TREE | a ee cae tet ee a pei eee 
reas : he Pe : ken eee ; ee) oe ee as ee sn aia ae Be ge ee theta se gal ae gees pe ere ge et, tae esoee 
ce WS enR, cae Tsar op = eae ieee ke é Rost ee : : aah ee RE ge see eae 2 fay ern ee eg, FU aa meal AY eee eer sects hi as 
ee mere ee Pee eg. Cr ene a eee ee bt onl eee gw ee ee ke vr eee 
Bee a a eet ete te ate Pee la 3. eu, ee re ee lc eee BS ane St ott aa et ae age UR a so Sa hee sg Aree cg oe ava ee: Boas oS ee 
we : i *%. ———— ee nn — 
a 
- es ! 
‘y i 
oa PO Pe : ‘ 
pga ee oe eee { 
Bee nee 
et San iui 
. TT ag a ee 
: ~ ee. i ra : 
- a oe 
i _ id 3 <a 
“ —_— Me a ae 
pe" -¢ mera +5 ae . 
- — = rte 
; A 
* : * wd : 
7 = 8 a 
j | 
3 » . : 7 | 
; , | 
; : | 
4 a 
‘7 - P: 
a : > d — 4 ae | + 
i: a oe 
~ i e } 
= q 
_ le, 4a } 
A 7 
Ly a 
= 
cs 
| 4 
7 ee 
. 
ae I 
' 
i i a ————_—_——— - ssa | 
* | 
| 
i — 
De 
| 
. | 
‘ 
- ? 
ma 
' ie ~ 
Bes ed _— \ 
te tat .* \ 
S ee See Me og y 
me eee 4 . 
es om ad a . ‘ 
i fs 
org ‘ E 
ce oy, 
# . 
ths Z 
we: g 
: ~— : 
e — . . 
ee { ; > op ney > ‘ 
“a vee ,. a ' ; 4 * 
ae a x x . 
eS fs oy 
ata tos ais i ye. i 
i ; ia . ard af 
a ’ y eer 
as j . rm al 
ol a Senha ic. 
; — : oo eel 
Se ‘ ) ae 2 yee 
tot, , 4 ie P 
a ‘ * a 
=i v3 P -. % 4 ay ~ 
wah yak a ae A ie i 
rere i" 
ig — oo 
a | ; P N = 
oe 7 ; — 4 
} \ ~ iat ~) yp tae Mili 
e - d pe ize? 
re é‘ ane | 
Bik : Mtig te ' ae “ 2 ; 
re . i a dail 
ei “i bh, Sad "a : ; 
en ‘ J ; 
pee: . v] j 
a 
ne / 
ial” ; j 
48 4 
lat : 
hes . 
Lniel > 
pds: | 3 
a 3 
fs ‘a 
r he % 
o i . ” 
su} f ed 
a, \ a mm 
Pa , " Se 
ES ~ ; F’ 
tf oo. j 
Te . y / 
4 ie ‘ ed  . y 
Be e 4 . ; 
i oe ~ j _ 
rie? % j go> ‘ 
ae ah Sa 
Ps . F sf . 
\ > , | 
~~ | 
: ~ 
a ‘\ ; 
< ’ ” io 
—_~ P | 
et pele sain ee 
_— en On ae 
Z., 
Lh . 7 ———— —‘—O 
ye pty 
te —_—_ 
Lok , Sz p 
ei 
at | ~—— a 
am. o@ = Se , 
ral z 
¢ ates 
a. ee | 
: §=— ee S| 
ng 
2 
o_O 
20 . 
= ‘ : : . 
F ' Z ‘ cA Preis ieee ee Ea lp. Pe be Fee ot a Wy ae eh. pee = Up a re 
' 4 a 7 pig ie 1 aS - j 2) al ed oe P x el” 2 3 L caaieds saa mms Si Bee 2 \ ina cae 
Acerca a : j . : aes ee: a cn de re SS ee ee eee ee Pe” ae pale i =) Pee. Gey aN ten ae ie ie age . : 
: - ae eo C E ea ; is FE a Mea ia ae Ot a a ee fe Rear ae Pe a ee sh AB ees: pat or es ? Ge RO et nS Re 
cin ” ay ber th “lg: : * y oie i : aaa ioe ee Pee ey ee ae ad Oe Cee huge Be Eien ae OR Be Sr aS oe tae ee ‘ ; rere hyn I pien Few oi eli 
¥: i “ ik ae a 5 ‘ “i ropa er ee ees a =a eigen. tee bes Rk Soe poe i ee eee =o, ae A eee Spit Be ‘ie vas : : : bigest 
ie ree = > ae, ee AG * : Pee eee cic 1), Coca hecead | aeee enn we CO | ete ie ae Gat By SA Wial at eget ra Oa 5 eee or ee ay € ea, CSS a Pree mee wae 3 


Advertising Age, March 31, 1958 


Sh hi . {this point is a Goodson-Todman | vertising, Chicago, will discuss ca- | on 
Ow l ling game show. reers in the advertising agency | eta 
\field on a panel discussion on 


NBOC-TV WTTW, Chicago educational tv sta- Wwe chandisin 
Marks Waning _ At NBC two incumbent pro-|tion, at 10 pam. April 1. Don 4 You, too, can get ebro rd g 
|grams are set for new times and|Nathanson, North president; Mrs. | fi help in Muncie 
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‘sponsors for the fall. Groucho! Alice M. Westbrook, vp, and John! 
Net TV Season Marx will move from Fridays to A. Rundall, radio-tv producer, will | 4 
Thursdays at 10 p.m., with Lever be interviewed by boy and girl ed-| / Barney Lantz, local representative for 
Bros. joining Toni as co-sponsor. jitors of Chicago area high school Colgate Palmolive Company says, “I have 
(Continued from Page 2) Lever replaces De Soto, which has newspapers. The North executives found that calling on newspapers has given 
| the singer may present in 1958. |}been trying to get “relief” from/will use the development of the ,, me a real insight as to the amount of co- 
: In the daytime changes depart- | this tv commitment for some time.| Adorn hair spray campaign to il-| j operation available to a salesman. The 
} ment at ABC: Starting in the fall} The nighttime version of “The lustrate the functions and op-| {| Muncie Newspapers are definitely on top 
“Mickey Mouse Club” will con-|Price Is Right” is shifting to fill portunities in the administrative, of the list. 
{ centrate on Disney adventure se- the vacancy created by the switch | marketing and creative operations | Why don’t you use these two great Eastern 
; 


_ Tials two days a week, devoting of “Father Knows Best” to CBS./of an agency. 
the other three days to the format Lever will replace RCA as co-| 
carried in the past. This children’s sponsor, with Speidel remaining as pax Moves in New York 


series curren i alternate- b .F# 
ently is about 80% sold. a week backer Foster & Kleiser Co., outdoor 


Indiana newspapers? 


— 


‘The MUNCIE STAR * MUNCIE EVENING PRESS 


4 CBS- advertising company and a division j 
ae North Execs Will Discuss of W. R. Grace & Co. has moved Bo, oe Ser Pd 
Time shifts involve traffic from | Agency Careers on TV Panel its New York office to 375 Park “Ree, ecteest Rigneiten: Sayer aver , 
network to network as well as| Three executives of North Ad-|Ave. Reh ibitaiay so sees tis bi in all 
changes within the family. Scott 


Paper Co. will move “Father re 
Knows Best” from NBC to CBS in 
September. The program will take 
over the Monday time period now 
filled by “Talent Scouts” (Lipton 
and Toni). 


® Arthur Godfrey’s “Talent 
Scouts,” which has been trying to 
perk up the ratings by offering big- 
ger prizes to the winners, will 
move to Wednesday at 8:30 p.m., 
EDT. This time period is now filled 
by the shortened “Big Record,” a 
weekly presentation of Oldsmobile 
since the other sponsors pulled out. 
Patti Page stars on this program. 

Miss Page’s other sponsors are, 
however, turning up elsewhere 
with new buys on Columbia. Ar- 
mour has taken over an alternate- 
week regular half hour on “Play- 
house 90” as of May 1. Kellogg Co. 
will replace Remington Rand as 
alternate on “What's My Line” as 
of April 6. 

Daytime program shifts at CBS, 
as noted earlier in ADVERTISING 
AGE, all center around ways and 
means of giving away more prizes 
and money to contestants. 

When Arthur Godfrey returns 
from vacation March 31, he will 
give up his longtime simulcast for 
separate radio and tv programs. 
The tv show will be cut from an 
hour to 30 minutes, which puts Mr. 
G. back on a sold-out basis for 
television. 

Arthur, who has been competing 
against the popular, “The Price Is @ 
Right,” is going to fight prizes with @ 
prizes. ' 


‘“Let’s 
get 
together 


s In a mood strangely reminiscent 
of the late Fred Allen when he 
was battling “Stop the Music” on 
radio, Mr. Godfrey told his audi- 
ence before he left: “I don’t want 
any of you to lose money because 
you've been listening to me.” 

He invited listeners to write and 
ask for a “reasonable’”’ prize. The 
winning postcards will be selected 
from a container on the stage. 

What constitutes a “reasonable” 
prize? 

“If you ask for a DC-7 plane, | 
I'll probably send you a model kit, | / 
and if you ask for a house and lot, 

" I'll send you a set of blocks and 
: tell you to build your own. But if 
you ask for a lawn mower, then 
we'll try to get you one. Or a piano 


we lead where 
—we’'ll try that. Or anything—just 


ae fi. Ray reasonable,” Mr. can sell the most.’’ 


s Giveaway is also the theme of 
the program taking over the half! 


heute bale weented be Arthas, A Put us down as the fastest moving paper in town! Now, the Cincinnati Times-Star 
new Majertshanens a has raced ahead of the Post to the number one evening position in vital Hamilton 
ae ae gs pod EST. nner County ... the important City Zone... the golden Tri-County Metropolitan Area 
od, starting Monday. Studio con- . .. Where strength counts the most! That’s why in Cincinnati, the newspaper with 


testants can pick up $150 for each 
successful round and go on from 


the greatest number of display ads is the... 


there at the same “take,” as long e: 
as they come up with the right an- || - “> 


swers. | 

Garry Moore's program (10 a.m.) | Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star. 
leaves the daytime scene June 27 Cincinnati, Ohio @ O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco. 
after a run of nearly eight years. McAskill & Herman & Daley, Miami Beach. 


His replacement has not been def- 


initely scheduled. Front runner at a. 8. C. Cam 
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Timebuyer Must Know Markets as Wellas 


Stations, Says BBDO’s Retiring Silvernail 


New York, March 25—‘Don't for products that want to give a 
turn yourself into a clerk with a|quick needle to distribution or 
slide rule.” | sales over a fairly short period of 

This is the advice Frank Silver-| time not to exceed 13 weeks.” 
nail has for young people entering | 
the timebuying section of the ad-| 8 Q. How do you evaluate the cur- 
vertising agency business. rent selling techniques of stations 

Mr. Silvernail’s advice stems |and representatives? 
from a background of 20 years on} A. “Most of them are selling 
network and spot buying, during 
which he has purchased an esti-| 


very hard and intelligently though | 


sometimes brand new stations; A. “I don’t know if toll tv will 
flounder around.” jever be—or how it will affect the 

Q. Do you think the trend is to-| future if it comes into being. I do 
ward all-media buying or will|know that no one medium has 
there still be room for specialists|ever put another medium out of 
in print and air media? business.” 

A. “Time and space are two dif-| Mr. Silvernail, who doesn’t real- 
ferent things. To know either | ly like interviews about himself, 
thoroughly, a buyer has to concen- | side-stepped the question when 
trate on it. Of course everybody— asked if he were going to stay re- 
J. Walter Thompson and Young & tired or if he plans to take a little 
Rubicam, for example—doesn’t | time out and then re-enter the ad- 
agree with me.” | vertising or broadcasting business. 

Q. What about toll tv? | “I’m too superstitious to tell 
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anybody what I might do in the 
future,” he answered. # 


Hilton & Riggio Adds Two 
Daggett & Ramsdell, New York, 
has appointed Hilton & Riggio, 
New York, to handle advertising 
|for its Primrose House cosmetics. 
Erwin Wasey, Ruthrauff & Ryan 
is the previous agency. Hilton & 
Riggio also has been named to han- 
| dle a new low-calorie, non-carbon- 
jated beverage concentrate for 
| Presto Beverage Corp., New York. 


mated $25,000,000 worth of radio} 
and tv time. The veteran broadcast 
specialist, who has been manager 
of the station relations department 
of Batten, Barton, Durstine & Os- 
born for the last three years, is re- 
tiring from the agency March 31. 
“Ratings are just one of the fac- 
tors to be taken into consideration 
when buying time,” he told Ap- 
VERTISING AcE. “A buyer must also 
have a knowledge of the people 
he wants to reach, he must be in- 
formed about the specifics of the 
market and he must know the 
kind of audience each station has 
built because of the character of 
its programming and the charact- 
er of the management of the sta- 
tion.” 


s Mr. Silvernail began his radio 
career in 1925 as a guitarist with 
the South Sea Islanders on WEAF 
(now WRCA), New York, but he 
hasn’t touched the guitar in 20 
years. In 1929, he joined NBC as 
a merchandising counsel in the 
sales department. He came to 
BBDO by way of Pedlar & Ryan 
and Young & Rubicam, where he 
was a timebuyer. 

He began doing his timebuying 
for BBDO as head of the depart- 
ment in 1943. It was during this 
time that the agency established a 
reputation among advertisers for 
being exceptionally well informed 
on spot availabilities and, as a re- 
sult, being able to move in fast 
when good time spots became 
available. 

For the past three years, Mr. 
Silvernail, who knows and likes | 
thousands of station operators, has | 
been serving as a trouble shooter 
on special clearance problems and 
contract clause headaches. “You 
might say I was a kind of negotia- 
tor between the medium and our 
own people,” he explained. 


® The agency man doesn’t like to 
talk about himself, so the line of 
questioning was shifted to other 
areas: 

Q. What constitutes a spot satu- 
ration campaign? 

A. “I wish somebody would tell 
me in nice simple words. I suppose 
it’s when an advertiser buys more 
time than that particular advertis- 
er would normally use.” 

Q@. What do you think about 
time-for-film barter deals? 

A. “I have had no direct experi- 
ences with it. I don’t believe in 
using it. Barter seems to me to be 
a current temporary phenomenon 
brought on by the desire of motion 
picture companies to unload their 
old films. But barter serves a use- 
ful purpose or it wouldn’t exist.” 

Q. Do you consider run-of- 
schedule buying a good technique? 

A. “It depends on the product. 
Run-of-schedule is highly useful 


you 


Maynard 
does 


at! 
See page 78 


IF YOU NEED MORE DAY-TO-DAY 


IN THE BUSINESS WORLD, SPUTNIKS HAPPEN EVERY 
a chagrined advertiser has learned—too late—that the calendar has played 
a nasty joke on his copy. Model changes, price changes, policy changes, 
marketing changes—why, if you're not using a controllable medium you 
can be out of luck in any of a dozen different ways. Just to name one: Ever 


try to tell an important new distributor or dealer his name can’t appear in 
your ads right away? 


DAY. Many 


With its life-saving short closing dates, The Wall Street Journal 


enables your message to be as timely as the mimeographed bulletin in your 
salesman’s briefcase. Yow are in control. 


And just think how many times you can use that great advantage of 


To sell hardest, you need the firmest control. 


CAN GET IT WITH 


The Journal's daily-ness: the power to get into action quickly. You can 
seize every new sales opportunity before it’s shopworn .. . you can cap- 
italize on your sales-staff enthusiasm at the peak of excitement. You can be 
shipping orders while your rivals are still reading proofs on ads that won’t 
appear for weeks and even months! 


Try The Wall Street 
Journal—the powerful national business daily that works with your plans. 


THE WALL st 
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BofA Working on 
Long-Range Sales 
Strategy: Lipscomb 


|the national advertising dollar. 
He told the Sales Executive Club 
of Springfield, “Our No. 1 job is, 
to work with about 1,000 big ad- 
|vertisers and agencies, not taking| 
|orders, but promoting the idea of 
SPRINGFIELD, Mass., March 25— | more advertising in newspapers. | 
Charles I. Lipscomb Jr., president | “Our No. 2 job,” he went on, 
of the Bureau of Advertising,|“is to help these advertisers use 
American Newspaper Publishers newspaper advertising more ef- 
} Assn., spoke last week of a long- ficiently. Our No. 3 job is to help | 
range sales strategy and research our 1,100 member newspapers to 
plan being drawn up by the BofA! get more and better local advertis- 
to increase newspapers’ share of | ing from the 4,000,000 U.S. busi- 


|nesses, including the 1,750,000 re-|as editor-manager of the publica- | 
tion, which has been moved to 2700 | 


tail establishments.” # 
W. Third St. 
‘Aviation’ Interest Sold 
A group of publishing executives | Scolaro Rejoins ‘News’ 

headed by Maurice A. Kimball| J. Ray Scolaro has been named 
and Maury Norrell has bought an | manager of the Detroit advertising 
interest in Western Aviation, Los| office of the Chicago Daily News, 
Angeles. Maurice A. Kimball Co., | succeeding John Baker, who re- 


publishers’ representative with of-| signed. Mr. Scolaro was with the} 


fices in Los Angeles and San Fran- 
cisco, will handle ad sales in the 11 

western states, Oklahoma and Tex- 
as. Lewis L. Darling will continue | 


News from 1936 to 1948. Most re- 
cently he was with the Detroit 
office of Gallagher-Delisser, news- 
paper representative. 


* National penetration with a daily’s speed 


. Convenient, realistic short closing dates 
° Utmost flexibility for every advertising 
emergency OR opportunity 


° 4-edition system for ideal regional /national 
testing... gets findings quickly 


where better timing 
means better business for you 


Unit 
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| 


got 
.Milesshoes! 
S 6 

honeycombs 
specially priced 2389 


=== Miles 


|has begun its 23-city spring cam- 
'_paign in newspapers, radio spots 
and subway posters keyed on the 
theme “The fashion shoe priced for 
you—Miles.” Mervin & Jesse Le- 
vine, New York, is the agency. 


ae 
<A 


Permacel Takes Flying Tour 

Permacel-Lepage’s Inc., New 
Brunswick, has outfitted a DC-3 
with displays of its Lepage prod- 
ucts and is paying a flying sales 
visit to 38 cities on a 13,000-mile 
' tour. At each stop, wholesalers and 
jobbers will be invited to visit the 
plane and view the company’s new 
line of tapes, glues, cements, pastes 
and mucilage. 


| Adolph’s Uses Magazines 

| Adolph’s Ltd., Burbank, Cal., 
will make extensive use of maga- 
zines in 1958 to promote Adolph’s 
salt substitute. Publications sched- 
uled include Holiday, Life, Look, 
Journal of Lifetime Living, Na- 
|tional Geographic Magazine, New 
York Times Magazine, Time and 
Today’s Health. 


GE Unit Promotes Dorsey 

| Robert W. Dorsey, formerly 
sales measurements and research 
|specialist with the circuit protec- 
tive devices department of General 
Electric Co., Plainville, Conn., has 
been appointed advertising and 
sales promotion manager of the de- 
partment. 


If You're In Electronics, Communications 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion 
Smalier producers of electronic specialty items 
will be in a stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncle Sam is issuing more 
direct contracts and is broadening his base 
of suppliers in the electronics field 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electrenics, 
Communications and pholographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor 
tunities a year to sell them in SIGNAL. Get 
the low page rates and the details from 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


72 West 45th St., New York 36, N. Y. 
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Tables Turned: Time 
Buyers Rate Ratings 


(Continued from Page 2) | 
tisticians call the standard error | 
concept, in comparing ratings on | 
competing stations; 42% said they 
consider it sometimes; 28% said) 
they never do. 


e Third, frequently the ratings of 
two or more services are averaged | 
to yield a “composite”; 5% of the| 
respondents said they always aver- | 
age rating services, 44% said they | 
do so frequently or sometimes. This 
practice is more in evidence among 
the smaller agencies. 


e Fourth, two out of five buyers 
use the ratings for a cost-per-1,000 
“cutoff point” beyond which they 
generally do not buy. Large agen- 
cies were found “to be more likely 
to use cutoff points in the purchase 
of spot tv time.” 


e Fifth, many times the ratings 
are cumulative, particularly if strip 
shows are involved. One out of six 
buyers always considers cumula- 
tive (unduplicated) audience data 
when buying announcements in 
strips. 

e Sixth, the ratings are watched 
over a period of several months, 
particularly by buyers in the larger 
agencies. 


s One of the most noteworthy non- 
rating factors influencing a buyer’s 
decision was found to be audience 
composition, which nearly all the 
respondents—96%—said they con- 
sider in buying announcements. 
Among the other non-rating fac- 
tors affecting their decisions: 


Percentage of time Agencies’ Broadcast 


buyers whose decisions Billings 
could “usually” be Over Under 

influenced by— $5 Million $5 Million 
Sales success stories ..........00 


Mail pull data ...........cccceeeceeee 16 33 
Personality cooperation ........ 50 6) 
Station prestige ........ . 7 46 
Merchandising services ............ 43 59 


= In one section of the question- 
naire the buyers aired their views 
on the use and validity of ratings. 
Their responses fell into three gen- 
eral categories: 

1. A small minority group be- 
lieves in “buying by the numbers.” 
They are convinced “that strict ad- 
herence to ratings is likely to pro- 
duce sales results with far greater 
consistency than guesswork or con- 
tradictory station and representa- 
tive claims.” 

2. A group of about the same size 
thinks the “worst possible fault (of 
which stations as well as buyers 
are guilty) is to treat a rating as 
an absolute measurement.” They 
believe that the small samplings 
on which ratings are based cannot 
furnish reliable statistics. An out- 
spoken few call ratings “the great- 
est myth of our time.” 

3. The majority think ratings are 
important but should be used as a 
guide only, and that judgment 
must also be exercised. 


s Here are some specific com- 
ments: 


e “If someone can come up with 
a truly scientific method of deter- 
mining the value of radio and tv 
time that is an improvement on 
present ratings services, we'll be 
pleased. But how in the world can 
a time buyer (harassed, of course) 
find a better method of justifying 
his decisions in the absence of oth- 
er objective methods? It is foolish 
to junk rating systems in favor of 
complete guesswork. On the aver- 
age, adherence to rating-buying is 


Henrietta sees Red 
and puts a $1,000,000 film library to work! 


Timebuyer Henrietta Hickenlooper picks WJAR-TV 
because WJAR-TV has a corner on quality feature films 
in the Providence market — the cream of the crop from 
20th Century Fox, Warner Brothers, Selznick, MGM, 
RKO, Columbia, United Artists! 


In the 


PROVIDENCE MARKET 


WJAR-TV 


is cock-of-the-walk 
in feature films! 


Time Buyers’ Suggestions 
for Improving Ratings 


e All markets should be sur- 
veyed monthly. 

Rating books should be pub- 
lished and delivered more 
quickly. 

Each book should contain an 
alphabetical index of pro- 
grams. 


e Services should initiate secret 
rating weeks. 

e A non-profit audience re- 
search organization should 
be established. 


e Services should be more fair- 
ly priced for small agencies. 


e All rating services should 
report audience composition 
figures. 


e A station should report the 
same rating service month | 
after month and not switch || 
because of favorable or un- || 
favorable showings. 

Source: NBC Spot Sales’ time 
buyers’ panel. 


} 
likely to produce better than a| 


hunch ... ” (Anonymous, Minne- | 
| apolis). 


|e “Ratings are as necessary to air | 
media as ABC data are to print | 
media. They help determine value 
of advertising and keep costs at | 
reasonable levels. The ever-present 
problems are that they are self- 
contradictory and conflict with 
|other services in same area” (Paul 
Clark, Foote, Cone & Belding, New 
York). 


e “It would be a great help if ad-| 
vertising agencics within a given | 
|market area could or would ar- 
range as a group to have ratings 
made exclusively for them and' 
their use. As it is now each station 
comes to the agency with the par- 
ticular rating that shows it off to 
| best advantage. And rarely do any 
two ratings agree. It gets to the 
|point where one finds it hard to 
believe in any of them” (Anony- 
mous, Louisville). 


e “Ratings, while important, are 
but one measure of an availabil- 
ity’s suitability. Experience, know- | 
how and sound judgment are the 
good time buyer’s stock in trade. 
At best, ratings are but an indica- 
tion, and a relative one at that. 
The worst possible fault ... and 
one that too many stations as well 
as buyers are guilty of ... is to 
treat a rating as an absolute meas- 
urement. Properly used, ratings 
are a guide, never a crutch upon | 
| which to support decisions” (Doug- 
las K. Burch, Leo Burnett Co., Chi- 
cago). 


e “The greatest problem is the 
tendency on the part of relatively 
unsophisticated advertisers to rely | 
jentirely on ratings. Any experi-| 
enced time buyer knows that sub- 
jective judgment must be exercised 
and that rigid reliance on inflexible 
statistical buying formulas is too 
constricting for optimum purchas- 
ing performance. There remains a 
considerable educational job 
throughout the advertising profes- 
sion in regard to the strengths and 
shortcomings of the present rating 
systems” (Paul Davis, McCann- 
Erickson, Los Angeles). 


|e “I feel we have overestimated | 
rating services and misused ratings 
jto the point where most buys are) 
|\documented by statistical exten- 
| sions to the nth degree of what| 
should merely be an indication of | 
the value of a spot or program. I} 
|find that creative buying will not 
'meet with client approval unless | 
it can be documented. This is a 
great handicap to a buyer and in| 
turn to the client. Lower rated pro- 
|grams and spots may have a great- | 
‘er concentration of potential cus-| 
|tomers, but they are passed up in 
|favor of a lower cost-per-1,000 or 
larger gross audience. Too much 
|has been based on mathematics, to 


the exclusion of good judgment” 
(Helene Sellery, Stromberger, La 
Vene, McKenzie, Los Angeles). 


e “Too much emphasis is placed 
upon ratings. However, [they con- 
stitute] our only source in deter- 
mining the values of available time 
on a market-by-market basis to 
clients ... Rating services for the 
most part are doing the best job 
possible ... 
Cann-Erickson, New York). 


e “There are at least three things 
more important than ratings: The 
vehicle itself, the sponsor identifi- 
cation and the nature of the audi- 
ence ... Why should ratings in tv 
be any more important than ABC 
circulation is for newspapers? 
After all, the New York Times 
carries more linage than the News, 
even though its circulation is only 
one-third or one-fourth that of the 
News” (Robert Glatzer, Ben Sack- 
heim Inc., New York). 


e “They’re an inadequate tool for 
$1 billion industry—like using 
the mechanism of a clock to run 
an automobile. In buying unknown 
markets, I try to buy where the 
local people buy. I determine this 
by requesting a daily work log from 
the stations. After all, the local 
merchants in each city know 
where their best dollar for dollar 
buy would be. I'll take this method 
against any rating service any day” 
(Anonymous, Washington). 


e “Ratings are frequently the most 
important factor to determine the 
best buy. A buyer can’t assume 
every salesman is right and that 
his station can deliver more homes 
than his competition. The rating 
services add a great deal in con- 
trolling and verifying the many 
statements that are submitted” 
(Rudolph Marti, Campbell-Mith- 
un, Minneapolis). 


e “To take our home city as a 
prime example, we have three re- 
cent radio ratings, and the lack of 
similarity is appalling ... ” (Mar- 
tin Deane Wickett, Chapin-Damm 
Advertising, Sacramento). 


e “Ratings are one of the greatest 
myths of our time. An indication 
of some of the serious sickness of 
our business. When you put com- 
petent, experienced agency people 
in a position where they must buy 
in accordance with statistical non- 
sense ... how infantile can you 


|get? It is a source of continued 


amazement to me that astute busi- 


DOT 
BY 
DOT 


” (Sal J. Agovino, Mc- 


| 


RICHARD K. VAN NOSTRAND has been 
promoted by Bristcl-Myers Co., 
|New York, from assistant director 
to assistant vp in charge of special 
projects in the products division. 
This includes development and su- 
pervision of advertising, marketing 
land sales promotion programs for 
new product lines. 


ness men countenance this foolish- 
ness. As this report shows, we do 
\it too—but against our own de- 
sires” (Herbert Ringold, Philip 
Klein Advertising, Philadelphia). 


e “Rating services are a valuable 
tool for measurement of radio and 
television. They are not perfect by 
any means, but should be used with 
a great deal of thought and pre- 
paration in air media measure- 
ment. . .” (A. Trude Jr., MacFar- 
land, Aveyard & Co., Chicago). 


Legion Ad Post Issues Roster 

American Legion Advertising 
Men’s Post No. 38, Chicago, has 
issued its new 1958 directory of 
members. The present roster con- 
tains the names of 466 active mem- 
bers. The post was chartered in 
11919. 


Shaw Names Cobb in N. Y. 
| John W. Shaw Advertising, Chi- 


|cago, has appointed John Cobb to 
lits account staff in New York. 
Mr. Cobb formerly was with Si- 
monds Payson Co., James Thomas 
Chirurg Co. and Norman, Craig & 
Kummel. 


| Twyman Joins Midwest Transit 
Jack Twyman, former collegiate 
and professional basketball star, 
has been appointed an account ex- 
ecutive with Midwest Transit Ad- 
vertising Inc., Cincinnati. 


INSPECTION 


of critical repro@iiGtive areas 


is one of the 


with quality 


America’s Finest Photoengraving 
‘ 


CHICAGO 6, 


of making fine photoengfawings. 
The best mechanical fagihigies 
must be supplemented “ 

by the hand craftsmanship 

of the finisher 

who, atC M & H, 

does not compromise 


CUReCORS Ming secrets 


& 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET, AT WACKER DRIVE 


ILLINOIS 


Plant for Letterpress and Gravure 
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Colgate Ads, Cut | 
‘Substantially’ in 


‘57, to Rise Again 


(Continued from Page 2) 
annual report, a drop 
spending is reported. 


= “The recessionary trend un- 
doubtedly has had some effect on 
industry generally,” Mr. Little 
went on to say. “I do not wish to 
prognosticate or speak on behalf of 
others, but for our company I can 
say that I am quite optimistic 
about this year and the future. 
“Ours is a team of experts. Dur- 
ing 1957, our research and devel- 
opment people produced new prod- 
ucts or made revolutionary changes 
in existing products, all of which 
are entering the market this year: 
Colgate dental cream in a new 
aerosol container; Fab detergent, 
with powerful new ingredients de- 
Signed to make clothes cleaner, 
brighter and more lastingly odor- 


free than any other product in the. 


world; a new liquid Lustre-Creme 
shampoo, and other product de- 
velopments all of which we believe 
will make it possible for us to in- 
crease our sales in the domestic 
as well as the foreign business, and 
continue to better our position in 
the worldwide market.” 


s “Our products will be backed by 
splendid advertising,” he added, 
“as proven by the fact that each 
and every one of the company’s 
network television shows is No. 1 
in its time slot.” 

The company’s annual report 
shows Colgate with a hefty in- 
crease in consolidated earnings, 
but with a slip in worldwide sales 
and a slide in domestic sales. 

Consolidated worldwide sales 
were $509,910,000, of which $268,- 
715,000 were in domestic sales. 
Consolidated net income was $19,- 
930,000 or $7.81 per share. In 1956, 
world sales were $508,523,000, do- 
mestic sales were $290,968,000 and 
consolidated net income was $15,- 
477,000 or $6.04 per share. 

In recent years the company has 
reported only domestic earnings, 
plus dividends received from for- 
eign subsidiaries in U.S. dollars. 
The figures have now been con- 
solidated for the first time since 


1943, so that “the full significance | 


of the company’s worldwide busi- 
ness is now reflected in the report.” 
Domestic earnings in 1957 were 
$6,946,000, an increase of $2,049,- 
000 over the preceding year. For- 
eign subsidiaries’ earnings set a 
new record at $12,984,000, com- 
pared with $10,580,000 in 1956. 


# Discussing the $22,000,000 drop in 
domestic sales, the review of 1957 
operations says, “This reflects re- 
duced sales of certain established 
products, particularly in the house- 
hold products division, as well as 
the decrease in sales due to the 
termination of the Vaseline con- 
tract. In addition, 1956 sales re- 
flected initial stocking of Brisk 
fluoride toothpaste at a level which 
was not maintained in 1957.” 

On the subject of promotional 
expenditures, the report says: “In 
comparison with 1956, advertising 
expenditures for new products 
were substantially lower, due to 
heavy introductory costs incurred | 
in that year.’ 

Of the $238,195,000 in sales ac- 
counted for by international oper- 
ations, $100,273,000 came from the 
western hemisphere, $109,105,000 
from Great Britain and continental 


Europe and $28,817,000 from the. 


Far East and South Africa. 


s Reviewing operations over the| 


past 20 years, the report notes that 
domestic sales are four times the 
1938 level and dollar sales of soaps 
and detergents are up 350% since 


that year. “Of the products sold in 
1938, only Palmolive and Cashmere 

ouquet toilet soaps continue to 
have significant sales. The remain- 


ing soap products have been large- 


ly eliminated and are now replaced 
with the detergents . . . and other 
new products.” 

Sales of toilet articles have in- 
creased six fold, with sales of Col- 
| gate dental cream up more than 10 


in 1957 times, it was reported. 


The company’s annual stockhold- 
ers’ meeting is scheduled for April 
23. # 


Giesecke Opens Art Agency 

A new advertising art and pro- 
duction agency has been opened at 
400 Montgomery St., San Francis- 
co, by Al Giesecke, formerly an art 
director with N. W. Ayer & Son. 


Russell T. Gray Adds Two 
Russell T. Gray Inc., Chicago, has 

been appointed to handle adver- 

tising for Red Jacket Mfg. Co., 


Instant Butter-Nut 
Spoots Its Tardiness 
Via Freberg Spots 


(Continued from Page 3) 
I did invent . . . an instant pig- 
iron.” 
Boss: “Perhaps you don’t have 
the big picture, Fomroy.” 
Announcer: “1958.” 
Boss: “Well, I don’t suppose 


\there’s any point in asking this 


j 


Davenport, Ia., and for Industrial | 


Filter & Pump Mfg. Co., Chicago. 


| 


year.” 

Fomroy: “Try me.” 

Boss: “You mean...” 

Fomroy: “Yes, it took me five, 
count ’em, five years. 

Boss: “You're telling me? How’s 
it taste? That’s the main thing.” 

Fomroy: “Here!” 

Sound: Coffee cup rattles. 

Boss: “Ahhh! Delicious!” 

Fomroy: “Certainly .. . .Butter- 
Nut is the first real instant coffee, 
because the magic crystals dissolve 
in one second.” 

Boss: “Hoorah! Sing, Fomroy!” 


Fomroy: (Sings) 

“Five years isn’t exactly instant, | 
But that’s how long it took 
To make Instant Butter-Nut cof- 
fee 

The first real instant coffee 
That tastes like coffee ought to 
taste, that’s what! 

Butter-Nut!” 


| campaign, a special merchandising 
kit was developed by Freberg Ltd. 
for Buchanan-Thomas Advertis- 
ing Co., Omaha, the Paxton &| 
Gallagher agency, to promote it to| 
the trade. This included produc- 
| tion shots of Mr. Freberg and 
those making the spots, and a re- 
| cording of all six spots, plus a 
| promotional pitch from Freberg. 

One plus from this was, says 
'Charles Harding, account execu- 
|tive for the coffee, that in several 
cases the merchandising pitch was 
played by deejays en toto. In other 
instances, stations programmed an 
entire show around the commer- 
cials. = 


Tarka Joins Black & Musen 
Stanley Tarka, formerly associ- 
ated with William B. Remington 
Inc., Springfield, Mass., has joined 
Black & Musen, Springfield agen- 
cy, as vp and assistant treasurer. 


Pictorial Productions Moves 
Pictorial Productions has moved 


| from Tuckahoe, N. Y., to new quar- 
s Prior to the breaking of the) 


ters at 60 Kingsbridge Rd., E., 
Mount Vernon, N. Y. 


24 PAGE DETAILED 


REPORT ON AND 


SPANISH-PUERTO RICAN 
MARKETS IN 
NEW YORK 


Station WWRL 
Woodside 77, 
New York City 


cours 


Obviously there is no club car on this coolie-powered 
express that rattles from Taichu to Chiaopanshan 
over 14 hair-raising miles of Formosan wilderness. 
But to the hatless traveler in white shirt (notebook 
ready for action), the inconvenience is of no concern. 


Associate Editor Frederick G. Vosburgh of The 
National Geographic takes his transportation as he 
finds it. And, on this narrow-gauge “railroad”, one 
tends to find it somewhat harrowing. The single 
hand-pushed car (smaller than an office desktop) 
traverses mountains, plunges through tunnels, 
crosses log bridges, coasts downgrade against home- 
made brakes—and also jumps the track with alarm- 
ing regularity.* 


Newspaper-trained Ted Vosburgh has spent over 


20 years pursuing assignments for The National 


Geographic, from its Washington, D.C., 


home-base 


to the Far East; was named Associate Editor early 
last year. Like its other editorial and pictorial ex- 


perts, 
stride. T 


he’s come to take such oddities as above in 
Io examine, understand, and then accurately 


report this diverse world for more than 2,000,000 
National Geographic families demands remarkable 
adaptability. But because this staff has it, the maga- 
zine’s pages are imaginatively enriched by pictures 
and text with selective appeal for its readers. 


The typical National Geographic reader has a high 
level of income, vast interest in everything around 
him, and high receptivity to what he sees advertised 


in his favorite magazine. 


«Aren't these push cars dangerous?” a missionary once asked the Taiwanese 
pusher who had leaped aboard for a carcening downhill ride. 


OY 


“Oh, no,” yelled the coolie above the noise, “I always jump clear. 
Just the passengers get killed.” 


TIONAL GEOGRAPHIC MAGAZINE 


Washington 6, D. C. 
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Advertising Age, March 31, 1958 


March Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- 
play Excluding 


-—Total Advertising, in Pages—, 
March Jan.-Mar 
1958 


March 

1958 1957 
Farm Magazines 
Capper’s Farmer .......... 70.3 87.3 


Farm & Ranch—Southern Agriculturist: 
Southeastern Edition .. 46.1 46.2 


Southwestern Edition 41.5 51.5 
Average 2 Editions ...... 44.3 47.4 
Farm Journal: 
Central Edition ....... 99.1 97.8 
Eastern Edition ....... 88.3 107.3 
Southern Edition ...... 77.4 96.6 
Western Edition ...... 95.9 109.8 
Average 4 Editions ...... 90.2 102.9 
Progressive Farmer: 
#Carolina-Va. Edition 115.4 128.0 
#Ga.-Ala.-Fla. Edition .. 113.0 1248 
aKy.-Tenn.-W. Va. Edition 104.0 119.5 
2Miss.-La.-Ark. Edition . 105.9 116.6 
dTexas Edition ......... 104.1 122.2 
Average 5 Editions ...... 108.4 122.2 
Successful Farming ........ 97.1 123.7 
- ©. Beeerreirie 410.3 “483.5 
# Not included in totals. 
Monthlies 
Agricultural Leaders’ Digest 18.4 15.5 
American Fruit Grower .... 45.4 46.0 
American Poultry Journal: 
ztEastern Edition ....... 37.3 40.5 
Midwest Edition ...... 38.2 40.9 
2Southeastern Edition ... 38.8 41.5 
ZSouthwestern Edition .. 34.5 40.9 
2Pacific Edition ........ 36.7 40.4 
Average 5 Editions ...... 37.1 40.8 
American Vegetable Grower . 41.0 37.9 
Better Farming Methods .... 37.9 37.5 
+Breeder’s Gazette ........ 21.5 21.6 
Broiler Growing .......... 42.6 52.3 
California Citrograph ...... 24.9 23.5 
California Farm Bureau Monthly 12. 16.5 
The Cattleman ...........- 944 82.8 
Cooperative Digest ........ 5.8 75 
County Agent & Vo-Ag Teacher 24.4 20.9 
Electricity on the Farm ... 10.7 1L.6 
Everybodys Poultry Magazine 40.1 36.0 
Farm Management ........ 30.0 27.7 
Farmer-Stockman: 
Oklahoma Edition 38.9 53.2 
aTexas Edition ......... 37.6 49.2 
Average 2 Editions ..... 38.3 51.2 
Florida Cattleman ........ 75.0 72.2 
Florida Grower & Rancher . 36.3 34.1 
Kentucky Farmer ......... 29.3 28.7 
{Livestock Breeder Journal: 
Eastern Section ......... 2.0 —— 
Southern Section ........ 15 — 
Michigan Farm News ...... 3.1 2.9 
§Missouri Farmer ......... 149 10.1 
National 4-H News ........ 19.7 20.0 
National Hog Farmer ...... 13.5 7.5 
National Live Stock Producer 17.6 18.5 
Nation’s Agriculture ...... 7.3 6.0 
New Jersey Farm & Garden .. 57.7 72.4 
Ohio Farm Bureau News .... 11.7 16.6 
Poultry Tribune: 
dtEastern Edition ....... 49.6 49.7 
Midwest Edition ..... 51.4 50.4 
Pacific Edition ....... 55.1 52.9 
Southeast Edition ...... 52.9 54.7 
Southwest Edition ..... 46.2 50.7 
Average 5 Editions ...... 51.1 51.7 
Southern Planter .......... 32.3 37.1 
Tennessee Farmer & Homemaker 21.4 19.4 
Turkey World ............ §2.1 60.0 
Western Dairy Journal 35.2 39.0 
Western Fruit Grower 43.5 43.0 
Western Livestock Journal: 
Mts. & Plains Edition ... 46.6 32.0 
Pacific Slope Edition .... 76.2 82.9 
Wyoming Stockman-Farmer .. 44.4 40.9 


. Jan.-Mar. 
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— Total Advertising, in Lines——, 


March 
1958 


18,270 
20,013 


March Jan.-Mar. Jan.-Mar. 


1957 


37,439 


1958 


77,590 


1957 


121,315 
212,416 


Poultry, Classified 


and Livestock, 
in Lines 


BRESEB ES 


Total Group 


# Not included in totals. ¢ Changed from a 450-line page to a 429-line page in February 1958. ¢{ Formed by merger 
in December 1957 of the Breeder-Stockman and Southern Livestock Journal. § Changed 


420-line page in September 1957. 


Newspaper Monthly Farm Sections 


25.4 
11.4 


tlowa Farm & Home Register 
Texas Ranch & Farm 

Total Group a 
+ Changed from a 1,020-line page 


31.0 
10.3 


36.8 


-— Total Advertising, in Pages—, 
Jan.-Feb. Jan.-Feb. 


Feb. Feb. 
1958 1957 
Semi-Monthlies (February) 
American Agriculturist 40.5 37.5 
Colorado Rancher & Farmer 34.9 40.6 
Dakota Farmer .........- 67.8 71.6 
Wee FEE hetéccescaveed 104.0 1144 
Hoard’s Dairyman ......... 748 63.9 
Indiana Farmer's Guide .... 19.7 29.3 
Kansas Farmer .......... 51.6 57.1 
Michigan Farmer .......... 60.8 62.9 
Missouri Ruralist ........ 52.1 67.6 
Montana Farmer-Stockman .. 67.4 67.8 
Nebraska Farmer .......... 100.7 103.6 
New England Homestead .... 39.0 40.6 
Ohio Farmer ...........-- 79.9 81.6 
Pennsylvania Farmer ....... 52.8 56.0 
Prairie Farmer: 
illinois Edition ...... 110.0 1213 
Z#indiana Edition ...... 110.4 1144 
Average 2 Editions ...... 110.3 117.8 
Rural New-Yorker ......... 30.2 32.8 
Wallaces’ Farmer ........ 1112 1146 
Washington Grange News ... 11.9 13.9 


65.1 
60.5 


— 


125.6 


1958 


55.0 31,002 25,987 
69.4 10,290 11,410 


from a 699-line page to a 


65,115 
60,494 


56,163 
69,370 


“T2H4 “41292 37,397 125.609 125,533 


1957 


1.3 
to a 1,000-line page in August 1957. 


———Total Advertising. in Lines——— 


Feb. 
1958 


29,507 
26,413 
53,162 
81,574 
54,490 
15,471 
39,211 
46,738 
39,585 
50.924 
76,170 
27,303 
61,357 
40,568 


80.130 
80,402 
80,266 
23,676 
87,197 
12,894 


Feb. 
1957 


27,338 
30,768 


1958 


50,307 
41,265 
80,457 
126,797 
89,364 
27,801 
57,962 
75,226 
61,671 
76,310 
116.414 


Jan.-Feb. Jan.-Feb. 


1957 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-— Total Advertising, in Pages——,. ———Total Advertising, in Lines ———, in Lines 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. 
1958 1957 1958 1957 
Western Farm Life ........ 315 38.0 60.7 59.5 24,709 29,804 47,617 46,665 21,058 25,869 
Colorado Edition ....... 3.1 44 33.5 346 2,494 3,518 26,278 27,193 2,219 3,072 
Wisconsin Agriculturist & Farmer 80.9 89.1 120.9 138.2 63,412 69,892 94,806 108,376 61,676 67,739 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, 
March March Jan.-Mar. Jan.-Mar. March M™ 


1958 
Semi-Monthlies (March) 


Colorado Rancher & Farmer . 48.1 55.1 
ae 79.1 78.3 
We I Wh Gid's 0 8 0's <0 119.5 120.6 
Hoard’s Dairyman ........ 76.1 64.7 
Indiana Farmer's Guide .... 24.4 32.3 
Michigan Farmer ......... 74.8 75.7 
Montana Farmer-Stockman 74.0 85.4 
Nebraska Farmer .......... 125.2 1349 
New England Homestead |... 41.7 43.2 
 &. eee 89.3 89.9 
Pennsylvania Farmer ....... 615 57.3 
Prairie Farmer: 
#IMinois Edition ....... 118.1 128.6 
#indiana Edition ....... 16.7 127.1 
Average 2 Editions .... 117.4 127.9 
Wallaces’ Farmer ......... 131.0 135.1 
Western Farm Life ........ 33.9 40.2 
Colerade Edition ....... 6.6 5.5 
Wisconsin Agriculturist & Farmer 92. 99.4 
. rrr 1195.4 1,245.5 


Not included in totals. 


213.7 
20955 


1,225.1 1,205.1 20081 2,145.4 937,121 999,973 1,537,802 1,608,590 838,900 892.892 


dan.-Mar. Jan.-Mar. March March 

1958 1957 1958 1957 1958 1957 

114.7 36,419 41,879 77,684 87,032 33,980 38,820 
186.6 62,034 61,449 142,491 146,337 60,451 59,389 
304.8 93,672 94,580 220,469 238,977 87,420 87,882 
183.7 45,413 47,085 140,367 133,702 45,413 47,085 
75.7 19,138 25,314 46,939 59,374 15,026 20,484 

181.2 57,429 58,179 132,655 139,142 52,033 51,125 
189.4 55,907 64,585 132,217 143,209 45,967 52,388 
299.5 94,696 102,023 211,110 226,522 85,516 93,464 
105.3 29,192 30,205 ‘ 73,727 25,238 23,174 
218.7 68,578 69,021 165,721 167,953 62,347 62,018 
181.9 47,218 44,002 140,365 139,688 42,447 38,537 
321.4 85,957 93,625 211,319 234,037 76,569 83,534 
309.0 84,957 92,537 209,769 225,031 75,569 82,446 
315.3 85,457 93,081 210,544 229,534 76,069 82,990 
327.0 102,736 105,884 238,213 256,386 93,137 97,180 
99.7 26,613 31,577 74,230 78,242 22,124 27,645 

40.1 5,182 4312 31,460 31,505 4636 4,172 

237.6 72,764 77,911 167,570 186,287 70,455 76,118 
5,058.2 902,448 951,087 2,208,869 2,337,617 822,259 862,471 


Farm Linage Trend. ‘iw: in mousands 


MAGAZINES i MONTHLIES 
1958 1958 
maR.[205 _ } mar.[ 661 a 
FEB. Fes. [ 610 } 
1957 1957 
MAR AC amamaarmers 
SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
1958 1958 1958 
FEB. | 937 | re8.[180 | FEB. 
san.[ 604] san.[199] fi} san. 
1957 1957 1957 
re, re reo EC 


7—Total Advertising, in Pages. ———Total Advertising, in Lines——, 


Feb. Feb. Jan.-Feb. Jan-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. 
1958 1957 1958 1958 1957 1958 1957 1958 1957 
Bi-Weeklies (February) 
Arizona Farmer-Ranchman 80.8 812 1366 143.5 61,133 61,429 103,337 108,533 58,666 60,104 
California Farmer: 

Northern Edition ...... 56.7 71.0 92.6 106.2 43,025 53,686 70,048 80,292 42,450 51,371 

Southern Edition ...... 56.3 70.0 89.5 103.0 42,602 52,935 67,668 77,889 42,027 50,809 

Average 2 Editions ...... 56.5 70.0 91.0 104.6 42,813 53,310 68,858 79,090 42,239 51,090 
Dairymen’s League News .... 12.7 14.7 25.6 29.5 9,280 10,728 18,636 21,515 8,731 10,056 

WN NE ensizcin<es “750.0 “1659 252.2 277.6 113,226 125467 190,831 ~209,138 109,636 121,250 
# Not included in totals. 

Weeklies (February) 
Iowa Farm Bureau Spokesman 57.3 54.1 114.0 107.4 58,110 54,912 115,625 109,022 55,050 51,215 
The Poultryman: ; 

National Edition ........ 1%5 219 38.9 44.5 20,027 23,733 42,238 48,262 10,035 13,967 

New Jersey Edition ...... 314 409 68.0 85.7 34,043 44400 73,754 92,982 18,636 28,536 

Dixie Edition .......... 169 22.0 41.2 38.1 20,461 23,901 44,730 41,373 10,035 14,135 

New England Edition ..... 219 25.6 47.3 53.7 23,809 27,731 51,286 58,238 12,095 17,003 
Western Livestock Reporter . 264 240 57.6 43.2 23,825 14,329 51,559 25,792 7,809 10,644 

Total Group ........... 1744 I865 3670 “S726 180.275 185.006 375,192 “375.669 113,600 135.500 
Dailies (February) 

Corn Belt Farm Dailies: 
Chicago Daily Drovers Journal 31.3 35.6 70.6 74.3 66,541 75,790 150,169 158.048 36,604 47,582 
Kansas City Daily Drovers 
TED bsedcsccccce 33.0 36.5 65.2 71.1 70.129 77,602 138.757 151.207 40.573 45,777 
Omaha Daily Jeurnal-Stockman 41.6 49.1 86.1 92.1 88,603 104,418 183,108 195,878 55.447 66,241 
St. Lowis Daily Livestock 
GED bsidecssedcs. 23.3 25.7 48.0 54.4 49,518 54.755 102,172 115.839 28.459 36,688 
Wee ND evesssceses 129.2 1469 2699 291.9 274,791 312,565 574,206 620,972 161,083 196,288 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines—— 
March March Jan.-Mar. Jan.-Mar. March March Jan-Mar. Jan.-Mar. March March 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Quarterlies 
tFarm Quarterly ......... 101.5 925 1015 92.5 46,893 42,735 46893 42,735 45,611 41,811 
+ Published quarterly, spring, summer, autumn and winter. 
-—Total Advertising, in Pages——. ———Total Advertising, in Lines——, 
Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. Jan.-Feb. Jan.-Feb. Feb. Feb. 
1958 1957 1958 1957 1958 1957 1958 1957 1958 1957 
Canadian (February) 
Country Guide ............ 45.2 44.7 65.3 68.3 32,518 32,181 .980 49,194 
Family Herald ............ 77.9 75.7 145.7 144.9 76,040 73,844 142,061 141,368 55.808 52,666 
Farmer's Advocate & 

Canadian Countryman . 43.6 419 76.7 74.4 30,539 29,338 53,664 52,087 23,805 23,066 
Farmer's Magazine ........ 28.9 26.4 38.3 43.4 12,398 11,326 16,431 18,619 11,098 11,231 
Free Press Prairie Farmer .. 96 96 #1779 184.8 103,497 104,581 186.812 193.992 57,450 62,849 
Le Bulletin des Agriculteurs 59.1 644.0 1018 106.2 40,246 43.640 69,422 72,466 40,246 43,640 
Western Producer ......... 64.4 57.3 116.3 102.0 68,888 61,327 124.452 109,130 42,127 38,629 

WE GAD vcecsccccics 417.7 409.6 722.0 724.0 364,126 356.237 639.822 636,856 230,534 232,081 


Richard Wagner Will Retire 
Richard J. Wagner, a director of 
Meldrum & Fewsmith, Cleveland, 


will retire April 1. He was the first | 


male employe hired when the 


Salan Joins Gerth-Pacific 


M. L. Salan, former assistant to! ing Agency, San Francisco. 


|agency opened its doors April 1,|the 


| 1930. |Electric Co., at Schenectady, N.Y., 


media director of General| KC Poster Names New Execs 
Kansas City Poster Display Co.,, named a vp, and Lou York, former- 


of directors; Robert Weir has been 


has been named a space and time | Kansas City, Mo., has named Jack ly with Litman-Stevens-Margolin, 
|buyer for Gerth-Pacific Advertis-| Kirk, vp, and Lester O. Bethel, Kansas City agency, has joined the 


ee. en, eee 


secretary-treasurer, to the board company’s sales staff. 
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Curtis, Enough! 
Ad World Is Tough 


Even Sans Dandruff 


New York, March 26—When an 
adman sits around scratching his 
head, it’s not necessarily creativi- 
ty— it could be nothing more than 
dandruff. 

According to a 50-city survey by 
the Curtis Dandruff Treatment 
Council, New York and Chicago 
lead the country in dandruff suf- 
ferers, with as many as 84% of 
its residents afflicted. 

Among these, reports the coun- 
cil, executives and junior execu- 
tives “in the fields of advertising, 
public relations, radio and televi- 
sion, who probably work under the 
greatest nervous pressure,” lead 
the field, with 95% reported giving 
special attention to the pesky white 
flakes. 

People in motion pictures and 
journalism ran a close second, with 
87% affected; men in management 
placed third, with an 83% inci- 
dence. “We have long suspected 
that dandruff is closely related to 
emotional stress,” concludes the 
council. 


« Willard Gidwitz, president of 
Helene Curtis—which makes a 
dandruff-treatment shampoo, of all 
things—says the council’s “dan- 
druff count” has provoked much 
head-scratching within his organi- 
zation and will have a “consider- 
able effect on the spending of a 
substantial part of the Helene Cur- 
tis budget in 1958.” # 


Sheep Council Maps Drive 

The American Sheep Producers 
Council, Denver, will spend $1 .- 
350,000 in the fiscal year beginning | 
July 1 to promote lamb in 19 major 
markets. The ad theme will en- 
phasize recipes, new cutting meth- 
ods and cooking tips. The counci! 
will also spend $900,000 advertis- 
ing wool generally; $65,000 pro- 
moting a “Make It Yourself with | 
Wool” contest for young home- | 
makers; $50,000 for Woolknit Asso- | 
ciates’ public relations drive for 
wool; and $75,000 on a pr program 
for American-made woglens. Potts- 
Woodbury handles the lamb ac-| 
count. 


Kirkland Joins Corning Glass | 
Thomas A. Kirkland, yet A 
vp and director of IBM World 
Trade Corp., has joined Corning | 
Glass Works, Corning, N. Y., as| 
director of Corning’s new market- | 
ing division. He will direct staff | 
sales and Pyroceram coordination. | 
At the same time Corning has ele- | 
vated James M. Brown, public | 
affairs division director, to director | 
of the new management develop- 
ment division and named Benja- | 
min S. Peirson to succeed Mr. | 
Brown as public affairs director. 


Payntar Gains Five 

Payntar Advertising, North- 
brook, IIl., has gained five new ac- | 
counts. They are Jack Webb Corp., 
Evanston vending machine manu- 
facturer; Melody Master Mfg. Co., 
Chicago maker of auditory training 
equipment; Pringle Electric Co., 
Northbrook appliance dealer; Bur- | 
rell Belting Co., Skokie, conveyor 
belt manufacturer, and Douglas 
Chemical Co., Evanston vitamin 
producer. 


Lexington WKXP-TV Sold 
Radio Cincinnati Inc. has bought 
WKXP-TV, Lexington, Ky., from 
Community Broadcasting Co. for 
$200,000, according to Hulbert 
Taft Jr., president of the Cincinnati 


company. The purchase is subject | 


to Federal Communications Com- 
mission approval. Radio Cincinnati 
operates WKRC-TV and WKRC- 
Radio in Cincinnati; WTVN-TV- 
AM, Columbus; WRBC-TV-AM, 
Birmingham, and has a minority 


interest in WBIR-TV-AM, Knox- 


ville. 


Donnelley Issues New Directory 
The fifth annual edition of “The 


North Suburban Street Address | 


Directory,” listing more than 144,- 
000 families and businesses in 72 
towns and communities north of 
Chicago, will be published April 1 
by Reuben H. Donnelley Corp., 
Chicago. The new directory, which 
shows an increase of about 10,000 
listings, will carry no advertising 
and will be leased to users on an 
annual basis. 


| 


| Banks Boost Ad Expenditures 
in ‘57, Study Discloses 

Banks invested more for adver- 
|tising last year than they did in 
1956 and more than they had anti- 
cipated spending in 1957, according 


||to the Financial Public Relations 


. "| Assn.’s annual “Analysis of Com- 


HALF-SIZE—A folding compartment 
tray developed by Red-L-Foods 
Corp., Great Neck, L. I., takes up 
half the display space of the con- 
ventional frozen dinner and also 
fits into a home refrigerator ice 
cube compartment. Ekco Alcoa 
Containers produced it. 


mercial Bank Advertising Expen- 
ditures.” 

| Average advertising expendi- 
jtures increased for banks in all 
size groups. For those with less 
than $500,000,000 in deposits, the 
increase averaged $100 for each 
$1,000,000 on deposit. The survey 
is based on figures from 327 banks. 
|Copies of the survey may be ob- 
|tained for $1 from the FPRA, 231 
|S. LaSalle St., Chicago. 


Gong Bell Names Shenton 

Gong Bell Mfg. Co., East Hamp- 
ton, Conn., manufacturer of chil- 
dren’s toys, has named K. C. Shen- 
|\ton Advertising, Hartford, to 
|handle its advertising. The com- 
pany previously was a _ direct 
advertiser. 


61 
Geer Joins Geer, DuBois 


Peter Geer, advertising director 
|of Wallachs Stores for Men, New 
|York, will join Geer, DuBois & 
Co., New York, April 15 as an 
agency principal, vp and director. 
He will be in charge of new busi- 
ness activities. Prior to joining 
Wallachs in 1954, Mr. Geer was 
personal assistant to David Ogilvy, 
president of Ogilvy, Benson & Ma- 
ther, for three years. 


LISTENERS 


than 
any other 4 
radio station ae: 
in Texas BRANHAM COMPANY 


Netiose! Representatives 


@ Fire away! You can't miss in one of America’s richest markets. 
Over two million people with more money, more spending power per 
family to buy the things you sell. In Indianapolis alone the average 
income per family is $6,882 . . . 20% above the national average, and 
9th among cities of over 600,000. The Indianapolis area not only 
ranks with the biggest but leads most. And The Star and The News 
give you 58.4% coverage of the area. Write for complete market data! 
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TY TRADING AREA 


THAT'S BIGGER THAN YOU THINK! 


Population: 2,029,000 
Income: $3,430,000,000 
Retail Sales: $2,174,000,000 
Coverage: 58.4% by 


The Star and The News 
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LaSalle Conquers Roxborough for City Title, 19- 


Kentucky Shades Temple, 85- 83, in 3d Overtime Mavells2 
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The Bulletin publishes the /argest amount of R.O.P 
color advertising in Philadelphia—Evening and Sunday! 
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Researchers Rush In to Tear Weiss Apart; Scorn His 


Plea for More ‘Disciplined Intuition’ 


By Jaye S. Niefeld 
Vice-President, Keyes, Madden & Jones 
Advertising, Chicago 

We researchers were bound to get a 
journalistic poke in the nose sooner or 
later. All the recent attention to research 
could not help but produce a reaction. I’m 
glad, though, that it was someone as re- 
spected as Ed Weiss who finally launched 
the attack, because no one can complain 
that the “anti-research” story was not 
ably told. And yet, while the arguments 
were effectively presented, they also 
served to demonstrate that, although Mr. 
Weiss may be a fine merchandiser, he 
can’t be right all of the time. 


The ‘Dichter Dip’ 

The burden of Mr. Weiss’ article in the 
March 10 ApvVERTISING AGE is that research 
in general and researchers in particular 
are pretty godawful, and that the solution 
to all our problems lies in more wide- 
spread use of intuition. Even the current 
recession is characterized as a kind of 
“Dichter Dip” which has been perpetrated 
by the research conspiracy and which 
could be healed by the soothing salve of 
intuition. 

Mr. Weiss begins his basic argument by 
setting up a large, economy-size straw 
man—making the claim that “research 
has grown too big for its breeches” and 
then going on to say that market research 
and economics “both claim omniscience.” 

The first part of that statement—the 
part about the tight breeches—is certainly 
open to question. Most researchers I know 
seem to be generally modest and unas- 
suming, both personally and even profes- 
sionally. But the latter part of the state- 
ment—the part about omniscience—is not 
open to question; there is no argument 
here. Mr. Weiss is wrong. He couldn’t be 
wronger. 


Who's Omniscient? 

Mr. Weiss, acting like a captious Cas- 
sandra, goes into considerable detail about 
the Edsel introduction. To demonstrate 
how presumptuous research has become, 
he quotes Edsel’s sales planning manager 
who made what I consider the fairly rea- 
sonable remark that research “has made 
it somewhat easier for us to plan.” (Italics 
are Mr. Weiss’.) Now, if that has the ring 
of immodest presumption, you will excuse 
me for thinking that there are some over- 
sensitive feelings abroad. 

Indeed, I challenge Mr. Weiss to cite 
any published statement by any research- 
er of stature which makes the claim that 
research has all of the answers to all mar- 
keting problems, that research is omnis- 
cient. To the best of my knowledge, no 
one has ever been quoted to this effect in 
print. If anyone has made claims of this 
kind, I feel constrained to suggest the 
name of a fine psychoanalyst who will 
treat him at very reasonable rates (rates 


In the March 10 issue, E. B. Weiss took researchers and economists 
severely to task, and urged a return to the use of ‘disciplined intui- 
tion.’ At that time, AA said it would be glad to hear from anyone 
who thought Mr. Weiss was wrong—and it has heard plenty. So 
here we present one ‘answer’ to Mr. Weiss, by a respected research- 
er who is now vp of Keyes, Madden & Jones, and was until recently 
director of advertising research at McCann-Erickson. Other answers 
—unfortunately most of them will have to be briefed because there 
are so many and such long ones—will appear next week. 


will have to be reasonable, because treat- 
ment is going to extend over a long, long 
period of time). 


Preliminary, Not Primary 

The point is that no one is more aware 
of the shortcomings and limitations of re- 
search than the researchers themselves. 
They have never touted research as the 
single decisive tool in the marketing pro- 
cess. It may be the preliminary factor up- 
on which a lot of other things are based, 
but it is not the sole primary factor. Re- 
search, for example, is not a substitute for 
executive judgment, nor has anyone ever 
pretended that it is. On the other hand, 
no executive can continue to make valid 
decisions over a long period of time with- 
out knowing some of the facts. If he has 
all of the facts without going into research 
of any kind—fine. If he does not have the 
facts, the chances are mighty slim that 
any “intuitive flash” is going to help 
much. 

No one will dispute the importance of 
intuition—in both the sciences and the 
arts. Yet, I for one would be very loath 
to put millions of dollars into advertising 
based on “knowledge obtained without re- 
course to reasoning” which is the diction- 
ary definition of intuition. 


What About Intuition? 

Mr. Weiss tries to sidestep the accepted 
meaning of intuition by defining it as 
“stemming from broad experience and 
knowledge.” It is his privilege to shape 
words to his own uses, but experience and 
knowledge smack more of judgment than 
of intuition, judgment being defined by 
Webster as “the operation of the mind, 
involving comparison and discrimination, 
by which knowledge of values and rela- 
tions is mentally formulated.” 

Only when this judgment, supported by 
adequate facts, is present can there be 
meaningful and perceptive solutions of 
any sort of continuing basis. Certainly 
there are the fortuitous decisions which 
turn out well, but for every one of those, 
how many fail? Even if we accept Mr. 
Weiss’ watered-down 50% as the usual 
proportion of marketing failures, why 
bother with intuition? Just flip a coin and 
forget about both research and “blinding 
flashes.” 


No, Mr. Weiss’ advocacy of Know- 
Nothingism is certainly not the answer to 
our complex problems. Marketing is and 
should be run by business leaders who 
utilize their “broad experience and knowl- 
edge.” The role of research is simply to 
provide them with as much information 
and well-informed guesses (which admit- 
tedly may not always be on target center) 
as is feasible, in order that business man- 
agement may base decisions on something 
more substantial than blinding flashes. 

To carry the Weiss argument against 
research to its logical conclusion would be 
to maintain that the less one knows about 
one’s subject, the more effectively one will 
solve its problems. Absurd. 


Researchers and Business Judgment 

We also wonder what makes Mr. Weiss 
feel that top research executives are ex- 
empt from judgment or even intuition? 
“Every competent business executive,” he 
writes, “has a built-in sensitivity to peo- 
ple; to events; to trends.” I can’t help 
wondering whether this sensitivity is de- 
partmentalized, confined to management, 
the sales department, the accounting de- 
partment, and the shipping department— 
but not the research department. 

No, the researcher apparently does not 
possess intuition, he is—according to Mr. 
Weiss—“the greatest user of hunch, as 
differentiated from intuition.” I’m frankly 
at a loss here, since this sounds like a dis- 
tinction without a difference. Webster 
defines hunch as “a strong, intuitive im- 
pression.” It may well be that there are 
sub-categories of intuition or intuitive im- 
pressions, but Mr. Weiss does not make 
that clear. The researcher’s variety per- 
haps consists of blinding flashes in only 
one eye—a kind of Cyclopean fireworks. 


® Now, the fact is that the researchers 
are on pretty solid ground as long as they 
stick to their knitting. The big trouble 
usually comes in when they let intuition 
take over. When that happens, research- 
ers, aS any other group, can intuit solu- 
tions to problems all day long and never 
come up with the same answer twice. This 
business of arriving at different conclu- 
sions and recommendations for the same 
problem is decried by Mr. Weiss. And yet, 
it is precisely here that the researcher has 


called upon the blinding flash which Mr. 
Weiss advocates, precisely here that he is 
tempted to go along with revelation in- 
stead of cerebration. If he allows blinding 
flashes to dictate his conclusions, he may 
be intuiting beautifully, but this has no 
more relationship to real research than the 
tail of a pig has with the tail of a comet. 


What About Edsel? 

To bring home the dangers of relying 
too heavily on intuition, let us take the 
case presented at such length by Mr. 
Weiss, the case of the Edsel. First let me 
say that I know nothing about the re- 
search that preceded the introduction of 
the new Ford Motor Co. product. Mr. 
Weiss did reveal that ten years of research 
was conducted on the product; this may be 
true, but you don’t measure the value of 
research by measuring the length of time 
over which it was conducted. Without 
knowing more about who did the research, 
how much money they had to spend, what 
specific subject areas they covered and 
how, it is pretty difficult to assess the con- 
tribution of research. 

However, one thing looks pretty clear. 
There appears to have been at least as 
much at fault in the intuitive processes 
related to marketing this car as there was 
in the research. For example, it seems 
pretty obvious to those who know the 
automobile business that styling is a fairly 
important factor in selling cars—within 
certain price limitations, it might even be 
considered the most important factor. And 
yet, styling could not be developed by re- 
search. For one thing, new model stylings 
are defended with secrecy in the automo- 
tive industry, which rules out fully ef- 
fective research into consumer prefer- 
ences. Style “had to be developed in a 
stylist’s ivory tower,” and we have Mr. 
Weiss’ word for it that that ivory tower 
is built of nothing but intuition. 

Market research, far from claiming om- 
niscience in this case, admitted its limita- 
tions in the area of styling. As a result, 
someone's intuition was called on; unfor- 
tunately, the blinding flash turned out to 
be more of a misfire rather than a revela- 
tion. 

There were a few other intuitive ele- 
ments (as differentiated from research 
conclusions) that should have been obvi- 
ous but which were overlooked in the 
Edsel campaign. For example, one would 
have expected the initial advertising to 
make it clear that the new car was not 
a 1957, but a 1958 model, and that it would 
be competitive with other brands which 
would appear within the next few months. 
As it was, many consumers thought Edsel 
was coming out at the end of the season 
with a 1957 model which would depreciate 
a year’s worth within a matter of weeks. 
Intuition (or rather judgment) should 
have made this clear at the time, but it 
didn’t. 

None of this should be interpreted as 
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minimizing the role of intuition. It is hard 
to overestimate the importance of this 
function in areas of creativity, whether in 
science or the arts. No one will deny this— 
and in the same vein, no one should deny 
that intuition is a very important part of 
research. After all, one of the prime func- 
tions of research is to test hypotheses (or 
hunches—or intuitive notions), and these 
hypotheses are formulated as often as not 
by researchers. More than that, it has 
taken considerable inspiration (or intui- 
tion, if you will) to come up with the ideas 
for many of the more imaginative tech- 
niques currently used by market re- 
searchers. 


Researchers and Copywriters 

I suppose I must also make the point— 
if only pro forma—that research is not 
considered, even by researchers, as a sub- 
stitute for the copywriter in advertising. 
A lot of synthetic heat has been manufac- 
tured on this subject, but I’ve never heard 
a researcher advocate getting rid of the 
copy department. Research is a tool which 
attempts to put at the creative man’s dis- 
posal a description of what is going on in 
the market place, and frequently indicates 
why these things are happening. 

The final creative spark which results 
in the compelling advertising campaign 
cannot be formularized or reduced to per- 
centages. And no researcher really wants 
to try. They are content to provide copy- 
writers with the important background in- 
formation and let intuition do the rest. 

Unfortunately, the research vs. copy 
clash has been artificially cultivated for 
so long that many agencies feel they must 
completely support one side against the 
other. Those who reject research run the 
danger of coming up with campaigns 
which have no basis in reality; those who 
reject the creative aspect of advertising 
run the danger of never coming up with 
a truly brilliant campaign. 


The Source of the Discomfort 

Researchers are generally aware of 
their basic but certainly not exclusive 
role in the marketing process. For the most 
part, they are content to assume that role 
with no delusions of grandeur. But the 
sensationalists—and Mr. Weiss in his last 
article may be regarded by some as prop- 
erly belonging in this group—keep looking 
for something spectacular to say. Since 
certain areas of research are both interest- 
ing and controversial, the sensationalists’ 
gaze is frequently shot in that direction. 

Many critics come from the more artic- 
ulate branch of our business—the Creative 
group (advisedly spelled with a capital 
C). This source of criticism, however, is 
perfectly understandable. Creative men 
live by their imaginations and their wits. 
They regard any attempt to delineate the 
areas in which their nimble faculties may 
roam as an infringement of territorial 
rights; attempts by researchers to measure 
the results of Creative brainchildren are 
looked upon as open threats. 


® Obviously, the relationships here are 
emotionally loaded and close to the sur- 
face. For this reason, give-and-take from 
this quarter is easy to understand—partic- 
ularly since it also makes good copy. But 
to have research criticized for being an 
undisciplined discipline in an article con- 
taining such nebulous and undisciplined 
concepts as: disciplined intuition (which 
seems a contradiction in terms), mental 
discipline intuitively evolved, good old 
ivory tower, and intuitive flash is a little 
hard to take. 

Research does have its role to play. It 
gathers facts (or material as close to facts 
as is possible to get) and analyzes them 
systematically. It makes recommenda- 
tions subject to approval by top manage- 
ment. No one is forcing top executives to 
accept those recommendations, so it is 
hard to see how faulty research findings 
get implemented unless they jibe to some 
extent with management judgment. Re- 
search also attempts to measure results in 
order that management may know more 
precisely how well its sales, advertising 


and promotional efforts have fared, and 
where improvements can be made. 

Of course, there are very exceptional 
men on whose judgment (or vision) one 
would be willing to place a lot of money— 
with or without research. But even Mr. 
Weiss will admit that most business men 
are mortal and fallible; like the rest of us, 
they make mistakes. To minimize some of 
those mistakes (by no means all), it seems 
to make sense to try to learn as much as 
one can about what is going on in the 
market and why. 


Semantic Gobbledygook 

One of the things which seems to bother 
Mr. Weiss is the semantic gobbledygook 
which crops up in research reports. This 
situation is indeed lamentable, but by no 
means unique. It is understandable that 
certain disciplines (even when they are al- 
legedly “undisciplined”) develop vocabu- 
laries which are unique unto themselves. 
No one rails at lawyers for habeas cor- 
puses, writs of mandamus and the like. 
Doctors aren’t often criticized for using 
terms like patella, cerebellum and tonsil- 
lectomy. Advertising men, too, use special 
terms in special ways, like double trucks, 
bleed pages, hitchhikers and cowcatchers. 
Who’s complaining? 

Even merchandising men have been 
known to discourse philosophically about 
undisciplined intuition, undisciplined dis- 
ciplines, flashes of enlightenment, built-in 
sensitivities, etc., etc., etc. They have even 
been known to pose such tantalizing onto- 
logical questions as “What is a vision but 
intuition?” 


The Rambler's Success 

Mr. Weiss has used the success of the 
American Motors Rambler as an example 
of marching upward and onward with in- 
tuition. An audacious gambit indeed. How 
does Mr. Weiss rationalize the long years 
of low acceptance for American Motors and 
its predecessors? Had Mr. Weiss had his 
way, those early years of rough sledding 
for American Motors would undoubtedly 
have been cited as examples of the failure 
of economists and market researchers to 
gauge correctly the temper of the times. 

What probably happened was that 
American Motors decided that it was fool- 
hardy to knock heads with General Mo- 
tors, Ford and Chrysler. Judgment indica- 
ted that the more rational course was to 
aim for a segment of the market which 
was virtually non-competitive with the 
giants of the industry. American Motors 
had the courage to stick with this sound 
judgment even when the outlook was 
bleak—much the same outlook staring Ed- 
sel in the face today. 


# I have no way of knowing how much 
research preceded the marketing of the 
Rambler. One would imagine there had 
been some, but I do not care to press an 
argument solely by the use of 20/20 hind- 
sight. Certainly research pointed up the 
gradual, year-by-year increase in con- 
sumer acceptance of the small car. Cur- 
rently, small cars account for about 4% 
of the industry, all of which obviously jus- 
tifies American Motors’ courageous stand. 

Now, Mr. Weiss may say this success 
story is a result of intuition, but if this 
is the definitive example of the blinding 
flash, I’ll stick with research. 


We Need Them Both 

Cutting away all the rather undisci- 
plined verbiage, we can lay bare the sim- 
ple fact that there is need for both in- 
tuition and research. The function of 
intuition is to shape the hypotheses—to 
bring forth possible alternatives for ac- 
tion. The function of research is to explore 
those hypotheses, attempting to differenti- 
ate ideas of merit from those of little val- 
ue. Later, research tries to measure the 
results of proposals which were finally 
put into action. 

To carry one of Mr. Weiss’ analogies a 
bit further, we might say that the great 
Darwin did not get his “flash of vision” 
until long after he had begun steeping 
himself in his subject, accumulating all 
the facts he could. Research was both the 
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The Creative Man’‘s Corner... 
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The Art Does It 


When we came upon this Hallmark ad, it suddenly occurred to us that 
pictures in advertisements had become much more human and natural than 
words. This, we would say, is representative, or fairly representative, of the 
new school of advertising photography, in which every effort is made to 
achieve a situation with which one can identify, so true to life that the mes- 


It probably emphasizes still another phase of modern-day advertising— 
that aesthetics has been much more triumphant in the realm of illustration 
than it has been in the area of copy. Tycoons have come to the point of ad- 
mitting that they can contribute most to a good photograph or painting by 
leaving the photographer or the painter strictly alone. Unfortunately, they 
still feel that they are as expert in stringing together a necklace of words as 
any copy man, no matter how good his record, no matter how safe his reputa- 


For a goodly number of years, advertising agency executives did their best 
to disclaim the remotest connection of their business with art, with aesthetics. 
They told clients they were interested only in copy that “sells”—not knowing 
exactly what they meant by this word (since they did not themselves write), 
but feeling it made them sound work-like and practical. Meanwhile, the art 
side of advertising became more arty—drawing on Picasso, Mondriaan. And 
today we have the amusing spectacle of art proving more effective in ad- 
vertising than copy. Such as in the Marlboro ad. 


We also have the spectacle of practical business men paying wads of money 
for Viennese psychology. Wonder when they’ll accept the Hemingways and 
Faulkners now trying to apply modern literary techniques to advertising 


Where there’s a Man... 
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prologue and the epilogue. For even after 
the flash, it was necessary to conduct sys- 
tematic explorations of his subject before 
he could convince himself and others that 
his “intuitive” hypotheses were valid. 
Advertising—and possibly all marketing 
—is still an art, certainly not entirely a 
science. Yet I must demur at the hermet- 
ically sealed Know-Nothingism of some of 
its practitioners. The job of research is to 
provide knowledge, to put information at 


the disposal of the decision-makers. The 
information is sometimes faulty or limited, 
it is true, but this is not grounds for con- 
demning the research concept. It is simply 
the result of the fact that (1) some prob- 
lems do not lend themselves to absolute 
solution by our current research tech- 
niques; and (2) there are good researchers 
and poor ones, just as there are people 
with remarkable intuition and those with- 
out it. + 


Looking at Radio and Television... 


More Control to Networks 


By the Eye and Ear Man 

How much is control of television pro- 
gramming worth to an advertising agency 
or to an advertiser? This question had bet- 
ter be answered soon, because of trends 
which are rapidly reducing that control to 
the ability to buy in on a network program 
at a fixed cost which includes time, talent, 
promotion, and a profit for the network on 
the program in many cases. 

It is the openly-stated goal of a top net- 


work executive to control 90% of his pro- 
grams this coming season. It is a similar 
goal of the other top managements, and 
they have invested large sums of money 
on pilot films to prove it. 


® Another tangible bit of evidence of the 
strides being made by networks to control 
programs is the increase of hour shows 
and the plans for more which are an- 
nounced. No advertiser can afford an hour 
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Give full credit where it’s due. Confectionery and 
soft drink sales go as the big, booming youth market 
goes. Right now that’s up, and up it is for another 
10 to 15 years, at least. Coca-Cola, Pepsi-Cola and 
Seven-Up cash in all the way with big full color cover 
ads in BOYS’ LIFE because BOYS’ LIFE is the only 
first-rate, youth magazine approaching the 2,000,000 
circulation mark. 


You reach youth in BOYS’ LIFE. You reach more of 
them and you reach them more effectively because 
it’s their magazine; they pay their own money for it; 
they have it mailed directly to their homes. 


1,800,000 = 


The Magazine That Reaches the NEW GENERATION ~- Published by the Boy Scouts of America 
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show every week unless he is indeed a gi- 
ant. Therefore, he must buy in on the show 
in either alternate half hours with cross- 
plugs, in the “Disneyland” manner, or buy 
minute spots as in “Sugarfoot” or buy on 
an irregular half-hour basis as in “Wagon 
Train,” ete. 

In the current season the control of pro- 
grams by networks is already at an alarm- 
ing degree for the advertiser who wants 
to retain control. Shows which cannot be 
moved to another network by virtue of 
network ownership or control of vital ele- 
ments, are as follows: 

CBS—18'% hours out of 23% pro- 
grammed nighttime hours between 7:30 
and 11 p.m., EST, weekly, are tied to the 
network. This equals 78% of program- 
ming. 

NBC—17 hours out of 23 hours for the 
same period. This represents 73% of pro- 
gramming tied to the network. 

ABC—18 hours out of 21% programmed 
nighttime hours are tied to the network. 
This represents 83% of all programs. 


s From these vital statistics, several con- 
clusions can be drawn: 

1. Networks already control three- 
quarters of all nighttime programs in one 
form or another. 

2. ABC will probably reach 90% control 
this coming season because few advertis- 
ers bring programs to that network, there- 
by forcing the network to find programs 
and sell them to advertisers. 

3. NBC and CBS will also approach 90% 
control or exceed it as they lengthen the 
time of shows at a period in the U. S. econ- 
omy when advertisers are asking for 
shorter commitments and greater flexibil- 
ity in general. 

4. The only option for an advertiser in 
prime time now or next year is to accept 
the network show on the best terms he can 
get, or cancel the program and go to 
spots. 

5. Many advertisers do not like some 
of the high-rated programs the networks 
are using—westerns and quiz programs— 
but they would have no objection to plac- 
ing spots in those programs. 


There seems to be little doubt that tele- 
vision is headed for the magazine concept 
formula whereby the networks will pro- 
gram day and night (they are already pro- 
gramming daytime with minor excep- 
tions) and the advertiser will buy minute 
spots or longer in the body of the show 
without actual identification with the pro- 
gram. 

If the advertiser wishes to change this 
trend, it is still quite simple. All he has to 
do is to find a program—acceptable to the 
network, of course—and then buy a time 
period for 52 weeks firm. If the fellow is 
lucky, his time period will be fair at best 
because the really good time periods will 
be reserved for balanced network pro- 
gramming. How many advertisers today 
are willing to lock up the $5,000,000 a year 
necessary to achieve this control? 

A few. Certainly the grocery store 
items, sold by General Foods, Procter & 
Gamble, Lever Bros., Colgate, and Ameri- 
can Home, will account for some of the re- 
maining whole franchises. The tobacco 
companies, led by American, Reynolds, 
Lorillard, Liggett & Myers, will hold a 
few. The drug companies, like Bristol- 
Myers, will account for some more. 

And supposing that these large compa- 
nies hear of some splendid bargains that 
smaller companies got by buying the pro- 
grams from a network? Could they justify 
paying the full tab for control if supply 
and demand caused a network to give a 
competitor a “good deal”? 


® Furthermore, what is so magic about 
control? Do magazines represent a lesser 
buy because they offer blank pages be- 
tween editorial content? Is the British 
commercial television system bad because 
it does just that? Is it not often better to 
buy spots within a show and scatter them 
from Monday through Friday rather than 
buy them in a single show on a single day? 

These and many other questions will be 
answered only by time. But it is becoming 
increasingly apparent that nighttime pro- 
gramming is under network control for 
sound economic reasons and that trend is 
increasing rapidly. # 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

All advertising creators ought to learn 
a few elementary “don'ts.” They are 
among the numerous things that nice peo- 
ple who want their money’s worth in ad- 
vertising never do. 

Of course, they should also learn a great 
many positive precepts that comprise 
much of the generous body of advertising 
truth. (Some Johnny-come-latelys decry 
any academic approach to advertising, for 
they have functioned only in a period 
when the U. S. economy has been bur- 
geoning, and hence even weak advertising 
has done fairly well, if not excellently.) 


® Several of the don’ts are violated in this 
small two-column ad. One is: “Don’t use 
reverses lavishly—they reduce readabil- 
ity.” 

Another: “Don’t use phrases and words 
which confuse or ‘gum-up’ what you 
are attempting to communicate.” This 
copy says, “Tailored for us by a top mak- 
er of fine, clear thoroughly de-haired 
cashmere...with a creamy, luscious 
feel.” 

“De-haired cashmere?” 


s I rather think almost all readers think 
cashmere is some sort of animal hair— 
hair from the cashmere? Or is wool, not 
hair? Or is hair not wool—or is the hairi- 
ness or wool not due to hair? Or... well, 
you take it from there. 

Another don’t: “Don’t wind up nega- 
tively.” 


This ad issues no invitation, suggests 
no action, invites no response. But it does 
say at the end: “Sorry! No Phone or Mail 
Orders!” 

I'll bet not! + 


Salesense in Advertising ... 


$250,000 Supermarket Opening 


By James D. Woolf 


In this column, on three or four oc- 
casions, I have commented on the lack of 
distinction and institutional sell in chain 
store and supermarket grocery advertis- 
ing. Most of it consists of nothing more 
than catalog pages of 
price lists. It makes no 
attempt to create a 
favorable “corporate 
image,” and rarely do I 
find in it a single spark 
of creative imagina- 
tion. 

Reproduced above 
are several advertise- 
ments representative of 
a campaign that ap- 
pears to be doing a good job for Mutual 
Super Markets, of Plainfield, N. J. This 
campaign was planned and writien by 
Howard, Mintz & Venet, Irvington, N. J. 
Zal Venet, partner in the agency, reports 
to me as follows: 

“I thought you would be interested in 
seeing the advertising campaign, which 
produced the first ‘quarter-of-a-million- 
dollar opening’ in the retail food super- 
market business. 


James D. Woolf 


® “The problem was: a brand new, un- 
known 22,000 square-foot selling area 
market, with an over-all 32,000 square 
feet. This market was absolutely new in 
the area, and the consumer had never 
heard about the Mutual grocery before 
this advertising campaign. 

“Follow the ads, from the first one 
right through to the end of the first two 
weeks. Note that the first six ads educate 


* 


‘Mrs. Consumer,’ in an unusual way, nev- 
«. before presented in the supermarket 
field. With the seventh ad, we started 
our hard selling, both with a message 
from the President of the United States, 
and FIRST CLASS mailed circulars into 
the home. The first class mailing is un- 
usual; supermarkets usually mail cir- 
culars third class. However, with the first 
class, we have 100% distribution ...and 
they are delivered when WE WANT 
THEM TO BE. 

“Notice too, that the day of the open- 
ing, we have an eight-page newspaper 
section. The unusual part of this is, that I 
arranged for the newspaper to follow its 
normal style in our editorial presentation. 
Most newspapers will never do this on 
advertisements. Also note, in this section, 
that I have the comics running as part of 
our section, at no cost to us, for positive 
100% readership. 


® “Our unusual ‘Thank Yow’ ad 
wrapped up this most unusual grand 
opening ever presented in the supermar- 
ket field. Most important of all, it rang 
the cash registers, in the very competitive 
area, for the highest food grand opening 
in Jersey history. 

“We will continue weekly to advertise 
this market, in an institutional and price 
nature. Heavy merchandising ads on the 
normal Thursday food-selling day, and 
with the unusual institutional selling ads 
every Wednesday.” 

You may or may not approve of this 
campaign. However, you can’t argue with 
success—“the first quarter-of-a-million- 
dollar opening in the retail supermarket 
business.” # 


Mr. Woolf’s articles are available in a handsomely bound 383-page book for per- 
manent reference. Price $5.95. Write Advertising Publications, 200 E. Illinois St., 
Chicago 11, IIl., for “Salesense in Advertising,” available on five days’ approval. 
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Weather Maps Mother Goose Prints House Plans 
@ $1.00 @ $1.98 @ 35¢ 


12,000 


10,000 3800 
Perfume Sets Antique Booklets Children’s Clocks Homemaking 
@ $2.00 @ 25¢ @ 25¢ Booklet Sets @ 50¢ 


$41,960.9° 


if ALL ADDS UP...to results! 


The results of several recent Herald Tribune vertising, get all the facts on the NEW 
editorial mentions reveal the responsive- Herald Tribune, and how it delivers the 
ness of TRIB readers. If you want a more top part of the New York quality market! 
responsive, resultful audience for your ad- Because...quality buys quantity—at a profit! 


NEW YORK 


evald Tribune 


TODAY's VITAL NEWSPAPER 
A European Edition of the Herald Tribune is published daily in Paris 
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Mail Order and Direct Mail Advertising . . . 


Why Make It Difficult for People 
to Answer Your Ad? 


wt 


® No cords! 


Name 


Hear Bettery 
Amazing 


~ HEARING 
INVENTION 


ABSOLUTELY NOTHING 
IN YOUR EAR... 


® No Button in the Ear 
* Nothing to hide in Hair or Clothes 


FREE HOME TRYOUT 


. eeee=" Open Mondays ‘til 8 P.M. 
# Otarion-Listener, 538 So. Hill $t.—MA, 6-2251 
323 W. 6th St., Suite 500, Los Angeles 
Without obligation please send mm plain wrapper free descriptive litera- 
ture on the amazing new hearing aid that defies detection. 


<y 


NO COST OR 
OBLIGATION 


anaemia: 


Address. 


City. 


State H-2-15 


By Elon G. Borton 


Veteran agency head Joe M. Dawson, 
formerly of Texas and New York, and 
now living in Hollywood, sends me a 
sample of his pet peeve; it is one of mine 
too. It is the advertisement here illus- 
trated (actual size) of 
Otarion-Listener as 
published in the Los 
Angeles Sunday Times. 

Try if you will, giv- 
ing the requested in- 
formation in the small 
space furnished on the 
coupon. It can’t be 
done, of course. As Joe 
asks, “Why will an ad- 
vertiser spend the money for space and 
then attach a coupon that completely de- 
feats the use of the coupon? 

There are several more coupons from 


Elon G. Borton 


different publications—two of them are 
from half- or two-thirds page ads in ex- 
pensive magazines so there is additional 
point to the charge of foolish penny 
pinching. 


s But I warn you, Joe, that if you try an 
ad with such lack of adequate space for 
filling in the coupon, you'll be amazed at 
how interested people will reply somehow 
—by writing in the margin or putting the 
name and address on an attached sheet. 
An inadequate coupon will cut down your 
replies somewhat, but it will not prevent 
them entirely. 

However, my own feeling is that, if the 
advertiser cannot afford enough space in 
the coupon for convenient answering, he 
will do better to use a paragraph of copy 
inviting readers to write on their own 
stationery. + 


What They Were Saying 25 Years Ago... 


A joint announcement by the New York 
Central and Grand Haven railroads (AA, 
March 4, 1933): 

“Commercial advertising in railroad sta- 
tions in Canada, Great Britain and Europe 
has been welcomed for years, but although 
the Grand Central Terminal authorities 
were approached many times with flatter- 
ing offers, they refused to permit the use 


Employe Communications... 


of the facilities for other than their own 
transportation or non-commercial welfare 
advertising. 

“Now this policy has been relaxed to 
some extent and the first of a series of 
24 handsome bronze cases displaying bril- 
liantly lighted posters that change auto- 
matically each 15 seconds has been erect- 
ed in the incoming waiting room.” 


Getting Along with the Neighbors 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Probably no large company in the coun- 
try has as high a sense of community con- 
sciousness as General Electric. Whereas 
the great majority of concerns confine 
their wooing to (a) sales prospects, (b) 
customers, and (c) employes—in that 
order—GE has long since spread its cheer 
into plant communities as well. 


“Neighborhood News,” GE’s four-page 
community tabloid, is now in Vol. 3, far 
enough along to suggest that it is achiev- 
ing some real goals in keeping the plant 
communities informed. At the Evendale 
plant at Cincinnati, the editors accomplisl. 
a skilful blending of news about the com- 
pany, the plant and its employes, all of 
conceivable interest to the company’s 
neighbors. 

On the cover of the current issue is a 
variety of GE news items prepared for 


community consumption: A departmental 
general manager accepts a Chamber of 
Commerce directorship; plant employes 
win a record $109,000 in 1957 in the local 
suggestion system; pay increases at GE 
are shown to match higher costs of living; 
an Evendale J79 jet engine is announced 
as soon going into service for the Air 
Force, while the CJ-805 jet engine passes 
its acceptance test. 

The tabloid proffers an editorial page 
with some local power—a sensible edito- 
rial on free enterprise (a rare species) and 
locally applicable remarks made by Philip 
D. Reed, GE board chairman. Plant visitors 
are pictured inspecting local plant equip- 
ment, and engineering and research pro- 
gress is reported. 

In a full-page message on the back 
cover, the reader finds the meat he has 
probably been looking for: How are things 
going at the Evendale plant? How does 
it look for employes? What can the com- 
munity expect? 

Here is the page on which rumors die. 
Like other plants of other companies, GE 
Evendale has had to undergo some plant- 


Advertising Age, March 31, 1955 


wide adjustments to meet changing con- 
ditions. In a less communicative concern, 
rumor would have taken care of answer- 
ing all the questions. GE simply beats 
rumor to the draw. 


8 In periods of retrenchment such as we 
are now experiencing, few companies 
would consider launching a new publica- 
tion, however moderate in cost, to demon- 
strate neighborliness. When times are 
tough, they say, let a company’s good will 
be taken for granted. Let rumors run rife, 
they add; the people will find out the truth 
for themselves. 

The trouble is that they don’t find it 
out for themselves. A company’s neigh- 
bors—particularly a big company’s neigh- 
bors—are pushed and pulled by rumor. 
They settle for fragments of the fact, or 
for rank distortions of fact, and they rarely 
can tell one from the other. By the time 
the complacent company gets around to 
stating what the facts actually are, rumor 
has already discredited truth. It F-s cost 
a lot of companies a lot of money to find 
that out, but GE isn’t one of them. # 


Figure A is a simple, if inexact, dia- 
gram of a pump manufactured for the 
purpose of creating a vacuum at B. 
The unbelievable quality of this pump 
is that it has no exhaust—only an in- 
take. In some manner (as I recall 
from the ad in Scientific American), 
the incoming air is broken down into 

‘ its atoms, which are then deposited 
by becoming parts of metals inside the 
pump. 


Figure C is a simple, if inexact, dia- 
gram of an analogy. Visual phenom- 


The unbelievable pump 


...0r, How can you use what you don’t know you have? 


ena are broken down into words for 
filing in the memory and for descrip- 
tive communication to others. A 
copywriter in need of a visual idea 
may not realize his wealth of raw ma- 
terial, simply because word-idea com- 
binations have stood for the sensations 
of light, shadow, color and form. 


He is unable to fully exploit his own 
experience because he does not know 
it is there. Next lesson we will try a 
couple of ways to loosen up and free 
the word-blocked brain. 


Next Lesson: “Put the Ham Upon the Table” 


ee Pe ee ee eg ee Ok ee ee a ee. 
ijk SONI aaa geome ae Se Re eB er eS ai a , ue cece ee oe & eo pars oe ti pe ae ees 
rr. cl saad Cai oe S a ee cee ah 8 “Pgs Pac! : wis wie, ds . aie re 7 ica he a Bsa ae ae Bs ie me sy csi eee 
eo ee Ee Ne eg Sey eee eee 4: 2 Ate aes ee ee Rone Soh 7s, ee - tii se ROR = ia ees ee noe ee) ce, ae ee Pe oe - aes 
i aes SOE Le geek re he ey ta ee pete SS” ee el de ee ee ee Ce, oN a 
ee. ‘ - ; y ’ a aide Bae oe ae a 
a: . - « 
; 
‘5 
it 
: 68 ee 
's 
ee 
im ee 
a 
ai 
4 - 
on 
a 
K 
ar 
: Pe 
hd 
be 
ae 
; t 
H . 
ae : : ' 
se ' ata ers ‘4 a y 
Bean’ a a a a GR, 
hee aaa were Mea tsa p Y 
es ae cmarenerinetes mame we DRAWTHI N KS , “Basu. 4 S| 
er ‘See ee Se Yee eS SS SS SSS SSS SS Ke Se eS eee ee : / oe piel etal > ey 
os The COPYWRITER'S Art Course 
ae : 
way 
pee 
ee; 
ie . 
= oa , . 
ils ; -4; §,°°® on 
; = nm") ip 7 i a 
— ‘ el 4 7 
ai » 7) Thee 7 Ly ey 3 
a \ ee ere ‘ -F2,. 
a a ~~ --> ™ 7% adil 
be, = it i! re he id te ae 
: ; yi? “| a ar 
sha a ' “a Tee ose | * Oe 
d —§ +, °° ae 
A : 
ai 
‘ KOM 
4 SAN! (1/77 
a = \> ~ ¥ if VAY 
ie Goor °LD De . 
by IN 425, /; 
oe A © © 
| 42 
be Cc 4 -— 7% 
a ie » ~»> — Seth a 
as om _ iy a > 
~" ~> a 
_ $s + 1: e 
= 
‘4 . + 
; ee Wa eee s\ te CSy 
or => 
$3 a , - 
Ce li a 2 
; a n 
el ™ 2 f 
ax - a dD 
pe 
er a 
Bi: ts a - aa? Py 
. : ERY ) 
i y “= 
Nee 
atte 
- i } 
Bre 
-. ioe t 
SORT! (Taatig ot ee, eae oe eer a mare a gee = = hy : tee eee we UE ee ks : 


oe ABC average total paid circulation for 
six months ending Dec. 31, 1957. 


* More paid circulation than ever offered before by any 
advertising-marketing publication in the world. 


impotlauit to importouit people 


400 LEXINGTON AVENUE + NEW YORK 17, NEW YoRK 


1 Yeor (52 issues) $3 
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Along the Media Path 


KELO-TV, Sioux Falls, S. D.,;comics magazine for the third year 
has insured its tower, antenna or/in a row. Dell’s “Walt Disney’s 
transmitter for $1,700,000 against; Mars and Beyond” received this 
loss resulting from damage during |award as “the best science comic 
its third Nielsen coverage study. | book published in 1957.” 

This is the result of no idle whim | 
on the part of the stations. During 'e 1,000 sporting goods _ stores 
two previous studies by Nielsen, | across the country will be desig- 
winds put the station’s tv and radio | nated official headquarters for the 
towers out of action, requiring the|ninth annual Boys’ Life fishing 
stations to use standby equipment contest. Dealers will receive store 
with greatly reduced range. |promotion kits containing window 
|streamers, posters, hang tags, 
e The Thomas Alva Edison Foun-|stickers and a copy of the April 
dation has awarded Dell Publish-/|issue of Boys’ Life—a special fish- 
ing Co. a special citation for “con-|ing issue. The contest runs from 
sistent effort to provide wholesome | April 15 to Aug. 31. 
comic books for youth.” This is the 
first time such an award has ever|e Baby Post is offering prizes of 
been given. In addition, the foun- $100, $50 and $25 in a contest open 
dation has made an award to a Dell | to store managers or any store em- 


ploye for the best photograph 
showing the most interesting Na- 
tional Baby Week display including 
the use of Baby Post, a supermar- 
ket-distributed publication. 

| 
|e Lamp Journal, monthly trade! 
publication of the portable lamp 
j}and shade industry, celebrates its 
35th anniversary with a special is- | 
sue in April. The special issue will | 
contain the first chapters of a new | 
book, “The History of the Portable 
Lamp Business,” by Herb Smythe, 
the publication’s editor, and F. 
Victor Christy, veteran lamp man. 


e Electronic Industries will pub- | 
lish the 16th edition of Electronic | 
Industries Directory as part of its | 
June issue. 


e The founding of Hearst News-| 
papers was commemorated on} 
March 4 in San Francisco by the 
|Northern California chapter of 
| Sigma Delta Chi, national profes- | 
sional journalism fraternity. Mark- 


ADVERTISING 
ADVERTISING 
—Time Inc. has 
begun a cam- 
paign “to reaf- 
firm the vital 
and growing im- 
portance of ad- 
vertising” with 
insertions sched- 
uled for Fortune, 
Time, Time Can- 
ada and Sports 
Illustrated. “The 
ads do not at- 
tempt to trace 
‘how advertising 
made America 
great’,” according 
to Roy E. Larsen, 
president, Time 
Inc. “They look 
ahead, not back.” 
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Will the Age of 
Research really be 
an age of plenty 


TIME Magazine recently reported: Jn the 
Age of Research, industries compete constantly 
to fill new needs. The U. 8. today is spending 
$5 billion 4 year for research, or more in one 
year than in all the years from 1776 to 1933 


mis becomes more abundantly true every day 

Torre logically, the men im our companies’ top 

management chairs, laboratories and plants—the 

creators of this Age of Research—are increasingly 
asking the same question 

Can we match our capacity to create products 
with the abthry to build markets’ 

The plain feet is: to keep pace with our productive 
capacity in the Age of Research, today's com. 
panies have one great hope to turn to. Today, 
itis the only way they can increase selling pres- 
sure enough. /1 1s advertising 

For one thing, there are more people to reach, 

more competition for sales. 

And the growing investment our companies are 
making in research demands more of advertising 


¥ 


This investment is an impatient master to the 
marketing man. It continuously insists on a prof. 
itable return on his sales. 


THE VITAL PORCE 


This ss the concern of advertising. Advertising 
reaches widely and deeply enough to do these jobs 
—quickly enough. And only advertising can reach 
so many %© economically. It often costs 
just a fraction of a cent a call 

Good advertising creates the volume that 15- 
sures the profits. It appeals not only to the eye 
but also to the mind. It drives home the value of 
your product—the “reason why” people should 
buy And the best adverrising delivers this mes 
sage in that precious moment of privacy that the 
printed word assures 

Today's tightly contested race to develop prod. 
ucts and customers (and certainly, profits) makes 
advertising all the more vital 

If today's company, your company, is to keep 
pace with our expanding production, advertising 
must not only give « hand. It, too, must grow 


~|ing the 71st anniversary of William 
Randolph Hearst’s acquisition of 


MAXIMUM Spender Impact 
for MINIMUM Dollars 


the San Francisco Examiner, the 
fraternity placed a bronze plaque 
'on the face of the Hearst Bldg. 


e WHCT, CBS-owned tv station 
jin Hartford, has inaugurated an 
jexperimental once-a-week pro- 


with more dollars to spend— 


constitute the Greater Buffalo 


And for SATURATION 


Express—the state’s largest 


R O P COLOR available 
Buffalo 


Representatives: 


If you want maximum spender impact for your money 
—more advertising for your dollar concentrated on those 


Morning Courier-Express. It carries your sales message to | 
the top 45% of the families in ABC Buffalo—to nearly 4% 


of all families in the 8 Western New York counties that 


in a clean paper where visibility is high—in a paper 
packed with news and features that insures readers. 


the 8 Western New York counties, use the Sunday Courier- 


hattan—your most potent sales force in reaching an effec- 
tive buying income of $2,674,340,000. 


Member: Metro Sunday Comics and Sunday Magazine Networks 


COURIER-EXPRESS 


Pacific Coast: DOYLE & HAWLEY 


gram of editorial comment. 
“WHCT Editorial” is aired from 
1:15 to 1:30 each Sunday afternoon 
with the station’s opinion on im- 
plan your advertising in the portant regional and local topics. 
e The silver anniversary issue of 
\the New York Herald Tribune 
world travel guide, a separate 72- 


Market. It carries it to them 


e Ghaster Outdoor Advertising, 
among 491,300 families in Lima, O., celebrates its 50th an- 
niversary this year. The Lima 


News ran a special section Feb. 10 
devoted to outdoor advertising and 
Ghaster’s participation in it. 


newspaper outside of Man- 


e The Christian Century marks its 
50th anniversary this year with 
format changes designed to “leave 
plainly embedded in our format the 
record of our indebtedness to a 
half-century of achievement, but 
would add enough that was fresh 
and new to suggest the vim with 
which we push into our new chap- 
ter.” Although the magazine was 


both daily and Sunday 


SCOLARO, MEEKER & SCOTT 


Christian Century in 1900, 


good engravings 
spark readership... 
help initiate 
sales-action 


A better ad calls for a better engrav- 
ing, whether it’s a simple zinc or a 
complex four-color R.O.P. engraving. 
Advertising managers and agency pro- 
duction men know that specifying 
‘““Engravings by Washington’”’ will re- 
sult in better engravings. To add 
SPARKle to your ads and to SPARK 
sales-action, just give us a call. We'll 
do the rest! 


PHOTO ENGRAVING 


Skillful, dependable service, alweys. R.OP. oe : 
a COMPANY 
- CHICAGO 6, ILLINOIS 


FRANKLIN 2-6343 


Young & Rubi- 
| cam, New York, 
is the agency. 


|refounded with its present new 
denominational policy in 1908 by 
the Rev. Dr. Charles Clayton Mor- 
|rison, who purchased it at a fore- 
closure sale for $1,500. 


e On Sunday, March 16, WIP, 
Philadelphia, marked its 36th an- 
niversary on the air. 


|@ WBKB’s early morning (7-7:30) 
|13-week science show, “Science 
|’58,” which began March 17 (AA, 


lof the cosmos, received more than 
11,000 letters of praise for the se- 
ries in the first week. 


e Automotive Retailer has a new 


Advertising is your most vital salesman 


est RE PURLISMER OF LIFE TRE FORTUME SPORT! (\USTRATED MOUSE 4 HOME AROMETECTURA FORUE MTLARATIONAL EDITIONS OF fom AMO Lr ( 


{audience for the musical quiz. Ten 
|prizes including an RCA Victor 


color tv set, two portable televi- 
sion sets and transistor radios, will 
be awarded to those who sent in 
guesses coming closest to the pro- 
gram’s actual April Trendex share. 
March 31 was the contest deadline. 


e Department of New Laurels: 
Motor Boating’s advertising dol- 
lar volume for the first quarter of 


|The New 


1958 was 17% over the same period 


page tabloid section covering over |March 17) with University of Chi-|of 1957, setting an alltime record 
30 countries, was published as a/|°48° faculty members lecturing on | high for the magazine. 
part of the Sunday March 2 edition. | everything from atoms to the origin | 


Gentlemen’s Quarterly now has 
a distribution of 43,000 copies, a 
gain of 27,000 since the first issue. 
Average net paid circulation of 
Yorker last year was 
420,025, compared with 413,962 in 


size, new format and a complete} j;95¢ Advertising pages in 1957 


revision of physical appearance. 
Trim size is now 105% x 13%”. It 
was 9% x 13%”. 


totaled 4,983, while the previous 
year the total was 4,935. 
Bride & Home reports advertis- 


e KCMO, Kansas City, for the sec- ing linage for the spring, 1958, issue 


ond year, is putting on a Meat- 


Type Hog Club Contest in coopera- | 


tion with the Missouri Agricultural 
Extension Service; the Kansas Ag- 
ricultural Extension Service; the 
Kansas City Live Stock Market In- 
| terest; the St. Joseph Live Stock 
Market Interests; the Missouri 


jassist in expanding interest in the 
production of meat-type hogs. 


e WMGM, New York, has been 
running a “Baby Club Award” con- 
test addressed to parents whose in- 
fants are born at 10:50 a.m. or p.m. 
Although Monaco is out of the cov- 
erage range of the radio station, it 
was delighted to send an award to 
Princess Grace and Prince Rainier 
when Albert Alexandre Louis Pi- 
erre was born at 10:50 a.m. To the 
princess went a bottle of perfume, 
to the prince a box of cigars and a 
‘bottle of toilet water and to the 
infant a 14k gold baby charm and 
a supply of contour fitted diapers. 


e More than 250 miles of alumin- 


jum wrap is used in a special pro-| 


motion to run in the New York 
Journal American April 1 in the 
form of a page-size sheet of alu- 
minum accompanying a facing 
Aluminum Co. of America ad. 


e Radio-Electronics marks its 
founding 50 years ago by Hugo 
Gernsback with a special 16-page 
golden anniversary section, “From 
Coherer to Spacistor,” in the April 
issue. 


\@ Some 1,600 advertising men and 
|}women across the country were in- 
vited by NBC to participate in a 
contest based on NBC-TV’s day- 
time program, “Dough Re Mi.” All 
the entrants needed to do was esti- 
|mate the April Trendex share of 


up 28% over the same issue of 1957. 

Motor Life’s circulation increased 
|7% during June-December, 1957, 
lover the circulation at the begin- 
‘ning of June. 

Redbook’s April issue closed with 
40.2% more display advertising 
linage than the same issue last 


originally founded in 1884 as The|Swine Producer’s Assn.; the Kan-|¥&@"- 

Christian Oracle and renamed The sas City Swine Improvement Assn., | — : oe 

it was and the Missouri Live Stock Assn. | 
.-|The purpose of the contest is to| 


Send for Copy 
.»- SHOWS 

NEW WAYS to 
Stage QUIZ 
SESSIONS FOR 


audience 
PARTICIPATION 


Mustrated folder 
shows photes of major events 
Produced & staged tor 
| Navy League of W. 
PRSA Conferences 
Railway Progress institute 
Inside Advertising Week 
PLUS REPORTS from Chents 
Audience Interest & Results 


To GET a clearly defined and realistic idea of what 
can be achieved with your next special events, actual 
cost figures, etc phone or write Edwin L. Neville, 
Vice - President, SPECIAL EVENTS INCORPORATED, 
222 East 46th St., New York 17, N.Y. MUrray Hill 2.2363 
Tear out coupon & mail with your business letterhead 


AA-3-31-58 
Checked below are the special events we are 
interested in talking over with you . 


Anniversaries 
Annual Conventions |) Previews 
_) Civie Celebrations |) Product Promotions 
|.) Dedication Ceremonies | | Sales Meetings 
| |) Events in the Fine Arts (— Stockholders Meetings 
| | Fashion Events | | Werkshop Sessions 
|) Fund-Raising Benefits (| | Other Special Events 


(| Press Conferences 


| To Special Events inc., 222 £. 46th St., New York City 17 


My Name 


| Title 
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Coming 
Conventions 


*Indicates first listing in this column. 

April 2-3. Art Directors Club of New 
York, 3rd annual communications confer- | 
ence on creativity, Waldorf-Astoria Hotel. 

April 6-11. National Federation of Ad- 
vertising Agencies, annual convention, 
Del Monte Lodge, Pebble Beach, Cal. 

April 14. Ohio Valley Industrial Adver- 
tising Conference, Cincinnati. 

April 15-17. Point-of-Purchase Adver- 
tising Institute, Hotel Sheraton-Astor, 
New York. 

April 17. University of Michigan, 5th 
annual advertising conference, sponsored 
by the departments of journalism and art 
and the school of business administra- 
tion, in Ann Arbor. 

April 18-19. Advertising Federation of 
America, 9th District, Advertising & 
Sales Club, Kansas City, Mo. 

April 22-24. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 24-25. Assn. of National Adver- 
tisers, 5th national workshop on adver- 
tising budget and cost control, West- 
chester Country Club, Rye, N. Y. 

April 24-26. Advertising Federation of 
America, 4th District, The Floridian, 
Tampa. 

April 24-26. American Assn. of Adver- | 


tising Agencies, annual meeting, The | 
Greenbrier, White Sulphur Springs, cad 
Va. 


April 24-27. American Women in Radio | 
and Television, national convention, Fair- | 
mont Hotel, San Francisco. | 

April 25-26. International Assn. of Sales 
and Advertising Clubs, annual confer- 
ence, Prudhomme’s Hotel, Vineland, Ont., 
Can. 

April 25-26. Mutual Advertising Agen- | 
cy Network, Bismark Hotel, Chicago. 

April 27-May 1. National Assn. of 
Broadcasters, Biltmore and Statler Hotels, 
Los Angeles. 

April 30-May 2. Sales Promotion Exec- | 
utives Assn., first national convention, | 
Hotel Roosevelt, New York. | 

*May 1-3. Pacific Northwest Newspaper 
Advertising Executives Assn., Vancouver, 
B. C. 


May 1-3. Advertising Federation of 
America, 5th District convention, Mans- 
field, O. 


May 4-7. National Newspaper Promo- 


tion Assn., national convention, Penn- 
Sheraton Hotel, Pittsburgh. 

May 5-6. Magazine Publishers’ Assn., 
spring meeting, The Greenbrier, White 
Sulphur Springs, W. Va. 

May 5-7. Assn. of Canadian Adver- 


tisers, annual meeting, Royal York Hotel, 
Toronto. 

May 8. Agricultural Press Assn. of 
Canada, Royal York Hotel, Toronto. 

May 8-9. Public Utilities Advertising 
Assn., annual convention, Penn-Sheraton 
Hotel, Pittsburgh. 

May 8-9. Business Newspapers Assn. of 
Canada and affiliated groups, annual 
meeting, Royal York Hotel, Toronto. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roose- 
velt, New York. 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (former- 
ly National Retail Dry Goods Assn.), an- 
nual convention, Palmer House, Chicago. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C 

May 26-30. American Management Assn., 
national packaging exposition, New York 
Coliseum. 

*May 30-June 1. Federation of Canadian 
Advertising and Sales Clubs, 
convention, Brittania Hotel, 
Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis 


Huntsville, 


*June 4. Assn. of National Advertisers, | 


2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (Formerly 
Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas 

June 9-11. Assn. of National Advertis- 
ers, spring meeting, Drake Hotel, Chicago 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
B. C. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The | 
Broadmoor, Colorado Springs, Colo. 

Aug. 13-14. 3rd Annual Circulation Sem- 


inar for Business Publications, Edgewater | 


Beach Hotel, Chicago. 
Aug. 13-16. Affiliated Advertising Agen- 


cies Network, annual international meet- | 


ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn, 4ist annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 


10th annual | 


Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Nov. 3-4. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel. 

*Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 


Wechsler Joins Geloso 

Robert Wechsler, formerly with 
Anderson & Cairns, Benton & 
Bowles and Lawrence C. Gumbin- 
ner Advertising Agency in public 
relations and promotional capaci- 
ties, has been appointed manager 
of advertising, sales promotion and 
public relations of American Gelo- 
so Electronics, New York, importer 
and distributor of the Italian-made 
Geloso tape recorder. 


IGA Admen Like Dailies 

87% of the advertising managers 
of IGA supply depots favor news- 
paper advertising as the most ef- 
fective medium for creating volume 


sales at the retail level, according | 


to Orville W. Johler, IGA vp in 
charge of advertising and mer- 
chandising. He said 6% of the ad 
managers favored a combination of 
newspapers, radio and handbills; 
and 7% 


vision. 


Bigger Father's Day Seen 

The Father’s Day Council, 50 E. 
42nd St., New York, will supply 
mat and copy service to media, 
plus point of sale material at the 
retail level to promote Father’s 
Day June 15. The council said it 
expects sales of gifts for fathers to 
exceed last year’s total, which it | 
estimated at $350,000,000. Publicity | 
on Father’s Day this year will be 
based on the theme “Integrity 
starts in the home” (AA, Sept. 
’57). 


WHO-TV HEADS the BILL! 


DES MOINES METROPOLITAN AREA SURVEY 
AMERICAN RESEARCH BUREAU 
NOVEMBER 20-26, 1957 


Number of Percentages of 
First-Place First Place 
Quarter Hours | Quarter Hours 
WHO.-TV 243 52% 
Station ““K" 158 34% 
Station “W" 57 12% 
Ties 8 2% 


NOTE: At least TWO stations were on the air 
for all 466 quarter hours reported. 


WHO.-TV is the top star in Central lowa. The 
November 1957 ARB Metropolitan Survey of 
Des Moines’ 3-station market shows that WHO-TV 


is first in 52% more quarter hours than the second 


Station 


326% more than the third station . . 
more than the second and third stations COMBINED! 


WHO-TV’s dominance is the result of decades of 


better programming, public service and highest integrity 


—a wealth of broadcast experience that has made 


WHO one of the great names in the radio-television 
industry. Ask your PGW Colonel for the full story. 


| 


| 
| 


like a combination of | 
‘media which also included tele- | 


13% 


Cole, Fischer Adds Padre 

Cole, Fischer & Rogow, Beverly 
|Hills, has been named to handle 
| advertising and sales promotion for 
the Padre division of Di Giorgio 
Wine Co. Padre Vineyard Co., 
Cucamonga, Cal., producer of 
champagne, sparkling wines, ver- 
mouths, brandy and other wine 
|specialties, recently merged with 
Di Giorgio Wine Co. Smalley, 


viously handled Padre’s advertis- 
ing. Earlier this year Cole, Fischer 
added another Di Giorgio unit, 
Santa Fe Wine Co., which was 
resigned by Dan B. Miner when 
|that agency became part of Honig- 
| Cooper & Miner (AA, Feb. 6). 


Ptaudler Appoints Deyle 


Donald C. Deyle has been named 
advertising manager of the Pfaud- 
| ler Co. division of Pfaudler Permu- 
‘tit Inc., Rochester, N. Y., producer 
lof glassed- steel process equipment 
|and alloy equipment and machin- 
ery. He has been with the company 
since February, 1956. 


jof Farson, Huff & Northlich, 
Levitt & Smith, Los Angeles, pre- | 


Robinson Closes Agency; 
Black Joins Farson, Huff 

John J. Robinson has closed his 
Cincinnati agency and will become 


vp in charge of marketing of Rain- ag 


bow Crafts Co., Cincinnati. Charles 4 
A. Black, formerly vp in charge of J 
radio and television of the Robin- 
son agency, has been named direc- 
tor of the new radio-tv department 


Cincinnati. 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, trade-papers, 
promptly. 


Est. 1888 
PRESS CLIPPING BUREAU 


A 7-5371 
165 church's St, new York 7, N. Y. 


WHO-TV 


_1S FIRST 


eee 


WHO.-TV is part of 


Central Broadcasting Company, 
which also owns and operates 


WHO Radio, Des Moines 
WOC-TV, Davenport 


Channel 13 


Col. 


“_WHO-TVE 
IS FIRST 


WHO-TV 
Z's FIRST 
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WHO-TV 
IS FIRST 


B. J. Palmer, President 
P. A. Loyet, Resident Manager 
Robert H. Harter, Sales Manager 


Peters, Griffin, Woodward, Inc., 
National Representatives 


i 


Affiliate 
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Hats Are Dotted to Chrysler 
Bowen Circular 

To the Editor: Concerning the 
“Advertising We Can Do Without” 
feature in your March 10 issue... 
I disagree! It seems to me that the 
“People’s Revolt Against Sloppy 
Production” is long overdue! 

This nation’s pride in doing a 
job well, in expert craftsmanship, 
is rapidly being usurped by the 
false god otf mass production and 
built-in obsolescence. From small 
items of daily use that cost a few 
dollars to houses and automobiles 
that sell for many thousands, the 
malignant spread of _ slipshod 
quality is rapidly spreading, creat- 
ing a growing lack of concern with 
a job well done. 

Example of this shameful 
American way of manufacturing 
can be seen everywhere. Take a) 
close look at that new car you re-| 
cently purchased—no matter) 


what its brand. Look at the de-| consciousness might very well be| 


tails, the upholstery, the paint job. | 


Spend an evening prowling around 
your new home. Notice the sloppy | 


joints on the wood trim, the almost | 


the fabulous 


TV-Tulsa covers 45 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


amateur appearance of some of| 
the plaster work, the negligence 
with which paint has been applied. | 

Think back to your recent pur- 
chases of major appliances, 
washer, television set, refrigerator, 
hi-fi. How soon after the purchase 
did you have to call in a service 
man? 

Certainly, the concept of built- 
in obsolescence is a fundamental] 
of our economy. And we advertis- 
ing people have had a great deal 
to do with the currently rapid 
growth of this concept. Obsole- 
scence created by new design, new 
features, new uses is good. It’s 
healthy and competitive. 

But obsolescence created by 
plain bad production is not only 
bad for the ultimate consumer, and 
for the manufacturer’s reputation; 
it is a reflection of a serious defect 
in our national philosophy. The 
rapidly descending scale of quality 


For these reasons, I feel that it 
is not only the private citizen’s 
right, but his duty, to employ any 
means at hand to combat this na- 
tional disease of slipshod produc- 
tion, as did the purchaser of the 
Imperial mentioned in that ad. To 
me, it was the type of advertising 
we can do very well with much 
more of. 

Lawrence M. Martin, 
Morton Grove, IIl. 
. 

To the Editor: Your “Advertis- 
ing We Can Do Without,” No. 41, 
in the March 10 issue, is one of 
the most gratifying that I have 
ever seen. However, I feel that 
this is “Advertising We Can Do 
With.” 

This ad describes my personal 
situation in reference to a Chrys- 
ler Imperial so closely that I 
thought they were writing about 
mine. 

If only more of us were able to 


a signpost on this country’s road| afford the expenditure in publi¢ 
to failure as the world’s first com-| advertising such as this, I think we 


pletely free society, built on pri-| would be getting much better 


vate enterprise. 


counties where... 


INDUSTRIAL PAYROLLS 
TOTAL $940,000,000.00* 


Within the “fabulous 45” are 31 Oklahoma coun- 
ties in which the industrial payroll equals almost 


three-fourths of Oklahoma's total . . . 


three- 


fourths you can’t reach without TV-Tulsa. 


Counties in Kansas, Missouri and Arkansas are a 
bonus to this rich Oklahoma Market. 


you get the fabulous 45.°" \y Vv: . 
\ . 


Figures from State Employment 
Security Offices. 


quality cars and certainly better 
service. 

I think that Bowen Press Inc. 
should be commended very highly 
for their presentation of this pre- 
valent situation. 

Martin Mendeisohn, 
Walton Associates, Chicago. 
. 
| To the Editor: Re: Advertising 
| We Can Do Without—No. 41. 
| I disagree most emphatically 


Advertising Age, March 31, 1958 


the Chrysler Corp. can’t legally| there are ample funds for financ- 

stop them from airing such) ing all of the cars which can be 

| grievances, privately or publicly.| sold to the responsible people with 

Thank heaven for that! good credit standings. Selling to 

Claude R. Nesselrode, (others does create repossessions 

Roselle, Ill. and losses and these losses must be 

Most writers seem to miss the’ paid out of a higher rate—charged 
point—the mailing apparently) other buyers. 

went to a customer and prospect! We have, through thousands of 

list of Bowen Press. Will this help|banks financing automobiles on 

|Bowen sell printing? | proper rates through the State 

6 e 6 \Farm Bank Plan, hundreds of 

millions of dollars not now being 

‘What Are We Selling?’ ‘used. And most of this money is 

To the Editor: Here is another | available at rates which save car 

one of those ads! | buyers as much as half, compared 

Now, let’s all play the game) with the common rates of finance 


| companies. 
FOR the CONVENIENCE of OUR CUSTOMERS | Examples of savings of from 
200 upward through combining 
oa pene ne py \the rates of banks, handling busi- 
HOURS . ness direct and eliminating “rate 
All calls placed before Midnight packing” and the costs of State 
will be serviced the following day. |Farm Insurance are to be had. 


| The practice of rate packing, 

° ° |exposed often by the Better Busi- 

CH. Davia, Inc. ness Bureaus, and in the rece t 

| SERVICE DEPT: 199 PENNSYLVANIA AVE. U. S. Senate report made by tne 
WAYNE Monroney committee, has been a 


big factor in the “slowdown” of car 
Telephone MUrray 8-7500 | 


sales. Many potential buyers are 
called “Just What Are We Sell-|_*raid” of price packing, which 


|ing’””? your publication attacked recent- 
8: Murray Arnold jly, and of “finance charge pack- 
. - % ing.” They are confused and do 
Station Manage So WPEN and not know what a proper price is. 
WPEN-F\M, Philadelphia. G. F. Alcott 
. * e “aie E 
Agency Supervisor—Auto, 
Goodyear Is Also One | tate Farm Insurance Cos., 
of Kudner’s Oldest Accounts | Bloomington, III. 
| To the Editor: In your recent | e e e 
|story listing oldest clients with 
jagencies today, National Distillers Whale of a Thing 
‘and Fisher Body Division of Gen-| To the Editor: Although I’m a 
eral Motors were shown as Kudner champion of small cars and of ad- 
Agency's two oldest accounts. Vertising plugging same, I think 
There is a third one—Goodyear |4Merican Motors is “reaching” in 
Tire & Rubber Co.—which also has 


with Stanley Wynett of Modern been with us from the time Kudner 
Talking Picture Service, and with | ¥** crquniped Rack in 1008, ant 


| the editors of that excellent pub- commeues & Se one o oF am 
lication, AA. | important ~— Rohrabaugh 
. M. Rohrabaug 
Whether the Bowen Press peo- : 
ple paid $6,500 for an Imperial or| agg ay 5, oe 


| $2,000 for a stripped-down version 
of one of the low-priced-three, When AA published its story on 
their money was spent in good Oldest clients-at-agencies—in the 
‘faith. They had every right to ex-| agency billings issue, Feb. 24—the 
pect an automobile that would| "ames of clients were supplied by 
function properly in every respect. | the agencies themselves. 

If the dealer is not at fault in) ° ° . 
this case, then certainly the manu- Nominates ‘Most Ridiculous’ 
facturer is. If the trouble could) T, the Editor: A classic: I first 


not be rectified in a reasonable laughed, then sneered. Even in 
length of time, replacement was Boston, ouch things happen. A pa- 


| very much in order. : : 
1 deff my hat to Bowen Press. triot must have worked overtime 

They had the courage and the FENWAY GIVES YOU ALL THE 

wherewithal to do what many of CREDIT YOU NEED! OUR CREDIT 

|}us would like to do under some- | MAN CAN'T SAY NO! 

what similar circumstances. 

| Shame on Chrysler! I wonder ALL 

who will be their new Georgia zone you need 

|manager, effective about April 1. 

Donald E. Allen, 

Wausau, Wis. | HONEST 

c FACE! 

To the Editor: Maybe the your honest 


“Advertising We Can Do With- 
out...No. 41” in the March 10 
issue didn’t disturb Chrysler too 
;}much after all. My good friend, 
| Walter Kelly Jr., general manager 
of Kelly Motor Co., Marietta, Ga., 
| told me that he had sold at least 
|two Imperials to customers who 
jcame in his place with these 
Bowen circulars in their hands. 
Alex W. Bealer, on this special for Washington’s 
Atlanta. birthday. This is my nomination 
- for “most ridiculous of the year.” 
To the Editor: Re: Advertising) Enjoy each issue of AA very 
We Can Do Without, No. 41 (AA, much—look forward to reading it 
March 10)—I am amazed to find | @t home each Monday night. 
ADVERTISING AGE taking a stand | T. A. Heald, 
(thought it was a weasel-worded| Boston. 
stand at that) against one of the o - ” 
basic guarantees of the American 
Constitution—the freedom of 


te.. 
FENWAY and, by 
George, we'll put 
a smile on it. 
Well show you 
you can own 
a car right now 
with 


NO MONEY DOWN 


Fenway Park Motors 
4271 BOYLSTON ST. * co 7-8300 
Right behind Feaway Park. Open Every Might TH! 10 


Takes Issue with Finance 


speech. I quote from the first Angle in Auto Sales 
amendment: “Congress shall make| To the Editor: I read with in- 
no law . .. forbidding the right of | terest your article on “Adman’s 


people . . . to petition . . . for a re- | Auto ‘Dream’ Is Becoming a Night- 

dress of grievances.” |mare,” in AA, Feb. 24. I think you 
The ad testifies to the fact that are right on all of the counts—save 

Bowen Press certainly had its one. It was your eighth point: “The 

shares of grievances with one financing problem.” 

“Beautiful Imperial.” And, Stanley; While it is true that lenders are 

Wynett, ApvertistInc Ace, and/or| passing credit more carefully, 


1 Does your cor drink gos like o whale? H 
! 1 
i] | 
I 1 
it ] 
= s 
: Make the Switch to ; 
' Rambler : 
|4 Three NASCAR economy records! 4 
(4 Lessthan a mile for gas! =| 
—-y 


Pd 


R | New Rombler AMERICAN 


Economy Records tess than le a mie for 


regular grade gas Rambler's easiest to -* "1789 
drive turn, park mn is = ° aay * - A 


: i 
Payments os low os $9.25 = 


Switch te the all-nme economy chomp 
enbler 6 with overdrive holds 3 NASCA\ 


CAN MOTORS MAANS MONE FUN AMERICANS | 


SEE YOUR RAMBLER DEALER ; 
a 


re 


the attached ad by asking: “Does 
your car drink gas like a whale?” 

Since when have whales been 
|drinking gas? 


Fred Petras, 
| American Newspaper Publish- 
ers Assn., Bulletin Department, 
New York. 

. . 7 


Whip at the Ready 
for This Blast at Dad 


To the Editor: I’m enclosing a 
copy of a letter from our creative 
director to the American Institute 
of Men’s & Boys’ Wear. It has what 
we feel are pertinent things to say 
about a recent advertisement which 
appeared for the institute. 

I’m sure you, and possibly your 
readers, would be interested in Mr. 
Hixon’s comments. 

Allan J. Wash Jr., 

Public Relations Director, Ker- 

ker Peterson Hixon Hayes Inc., 

Minneapolis. 


| Gentlemen: As students and 
|practitioners of motivational ad- 
| vertising, we were interested in 
| your recent ad, “Couldn’t Daddy 
stay upstairs when Jim comes?” As 
advertising men, we were interest- 
'ed, that is, as fathers, we are ready 


| 
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to storm the barricades. Perhaps 
you’ll be interested in our reasons. 

Before reading on, try this for 
an MR approach. Have your agen- 
cy depth probe a stratified sample 
of fathers with respect to their 
attitudes toward your ad (and con- 
sequently your image as an insti- 
tution). 

The American male today is| 
fighting a lonely battle in his home. | 
The penalty of defeat is emascula-| 
tion. 50% of his suits, 60% of his| 
shirts and, I’m told, 80% of his| 
ties are selected for him by his| 
wife. His “dress” could be more 
properly called his “duress.” This | 
is symbolic of his position in the | 
family and of the other traditional 
masculine prerogatives he’s sur- 
rendered. I’m sure you know all of 
this. 

Look, don’t you see that you’re 
just rubbing it in? It’s no wonder 
that Europeans think American 
men have a “sissy complex.” If 
you want to make friends with this 
man, why hold him up for ridicule? 
Do a little something for his ego 
instead . . . let him know you're 
on his side, not on his wife’s! 

How much better an ad that the 
poor guy can empathize with, some 
scene he can project himself into 
with a certain amount of emotional 
satisfaction. Why not reveai him as | 
“sharp old dad” winning the ad- 
miration of his daughter and his 
daughter’s friends in some situa- 
tion where he feels reasonably se- | 
cure? 

This he would like—and this he 
would buy. Conviction is a feeling, 
not a fact, my good colleague, and 
you’re not going to sell this man 
any convictions about the import- 
ance of his ensemble if you first 
give him the feeling that he’s being 
pushed another foot into his cor- 
ner by distaff pressure, and that 
you’re in collusion with this castra- 
tion movement. 

I’m sure this is one of the many 
such letters you'll receive on the 
subject. I’ll be watching for the rest 
of your series with my horsewhip 
cocked. 


| 


Carl K. Hixon, 
Vice-President and Creative 
Director, Kerker Peterson Hix- 
on Hayes Inc., Minneapolis. 

. e 


What Standards, Adman Asks 

To the Editor: It may seem 
ridiculous for an adman to decry 
our “easy” present-day morality, | 
for people have said of us that| 
“there is nothing too low for you 
ad-folks to stoop to!” 

But today I am annoyed by that. 
great leader of American Right) 
Thinking, the Reader’s Digest. 

I have always had the impres- | 
sion that they carry the banner of| 
Purity and Good Living down. 
Main St., and life in their pages) 
turns out to be  sugar-coated 
(everything is for the best). Also, 
because they sound the bugles of 
family opinion, fighting such in-| 
sidious threats as sexy comic 
books. | 

Now you can’t blame them for 
that but... 

They run newspaper ads to boost | 
circulation with such a titillating) 
theme as “What the Sex Manuals) 
Don’t Tell You.” (“So the Doctor 
read the books—and found them| 


| 


inadequate” ...“brings you pene- 
trating guidance”...O happy| 
phrase!) 


Shades of Confidential! Shades | 
of a circulation department that. 


hasn’t learned the Digest song of| 


Purity! 

There’s more... 

I used to like to read the Digest 
propped up against a sugar bowl 
at the kitchen table. Doing this 
last week, while enjoying a sand- 
wich, I came across a full page 
(205) ad with a big three-line 
head: 

What Mothers Can Tell 
Their Daughters About 
Internal Sanitary Pro- 
tection 

Egads! 

Over the years the Digest has 


| 


“Any cereal koeps me feeling swell 


... &8 long as its 


certainly fostered an impression| 
that they are the arbiters of good) 
taste. That they would refuse 
(with a shudder) anything not! 


meeting high standards. What) 
standards? 
M. G. Reade, 
Phoenix, Ariz. 
° = o 
Here's Food for Thought 
To the Editor: Here’s one for 
your 


“What-Drives Copywriters-| 
to-Drink” department. 

Our agency ad, proof attached, 
for the Greater Buffalo Advertising 
Club Yearbook met a Feb. 1 dead- 


fan 


ad 


GOTTHELF and WEIL tne. stverts 


(FORTY SEVEN WEST HURON STREET 


Q 
+ UFFRLO Rwy. ® 


Food for thought from BBDO 


hie, Derwent Moves 


line. The BBDO ad saw the light of | 
day in the March Fortune. 

Two great minds, no doubt, sep- 
arated only by 200-odd million dol- 
lars. 


David I. Levy, 
Creative Director, Gotthelf & 
Weil Inc., Buffalo. 


Refreshing and Inspiring, 
Armstrong's Column Called | 
To the Editor: “Daddy, Won't! 
You Please Come Down?” was a 
| masterpiece. Wish I’d written it— 
| first!! 
Andy, won’t you please keep up 
|your interesting column? It’s re- 
freshing and inspiring! 
Bill Gordon, 
Advertising Manager, Union 
Press-Courier, Patton, Pa. 
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| Pain or Ache, Post Bran Flakes Is| the word; I’m sure that the B. F. 
|What Millions Take”—or vice| Goodrich Tire Co. is at least sec- 
versa. ond! 
As a commuting suburbanite| 

who prefers a leisurely nocturnal | Advertising Department, 
soaking to a morning minute body-| Bausch & Lomb Optical Co., 
wash, I’d be a sucker for an adver- Rochester, N. Y. 
tising message which read some- ° e 
‘thing like: “Rub a Dub Dub, It's ‘Ridiculous’ 

There’s Nothing Like Bayer Bran To the Editor: The righteous in- 
Flakes to Remove that Ring from dignation of assorted “unidentified 
the Tub.” \advertising executive” over Mc- 
| Cann resigning Chrysler to take on 
Buick is rather ridiculous, in my 


For mow every kiad af Pam on Ache. 
BAYER « wher edlions take, because - 


Frederick H. Dise, 


Howard M. Paul, 
Copy Chief, Charles O. Puffer 


| Co., Chicago. opinion. 

° . ° And to imply that (as ADVER- 
TISING AGE’s editor does) there is 
Another Reader Offers something unethical or immoral 


‘Some ‘Smileage’ History about the shift, is to “gag on a 
| gnat.” 


| To the Editor: On Page 6 of the 
‘Feb. 3 issue of Apvertisinc Ace| Mr. Harper could have any of a 
‘there is an article concerning a|4ozen ethical and moral reasons 
'B. F. Goodrich Tire Co. ad cam-| for this decision to change clients, 
‘paign featuring the word “Smile-| and as an advertising manager, I 
age.” am rather intrigued that he had 
If you'll look in the back files of | the a of ~~ ye ~~. 
i ’ j ¥ pite the tempest in the teapot he 
He's ‘Crazy Mixed Up. tliove Saal tie 6 ities | knew his action would evoke from 
but Offers a New Slogan Esquire magazine featuring this |some of the more pompous, unctu- 
To the Editor: Juxtaposition of | same word. ous and sensitive segments of the 
these two “shower” ads on the| J] have always been under the| Upper stratum of the advertising 
Pages 30-31 spread of This Week | impression that my friend Frederic | Profession. 
Magazine (Feb. 22) has left me all} 4. Birmingham, now with Playboy, I hope we may see the day when 
confused and crazy mixed up. pete the word “Smileage” when | we advertising men cease deluding 
I can’t seem to remember|he was eastern editor of Apparel| ourselves with grandeur to mask 
whether “Life Ig Swell When You | Arts and was at the same time | our insecurities! 
Keep Well With Bayer Aspirin,” or| handling sales promotion for Es- | Congratulations to ADVERTISING 
whether “For Most Every Kind of' quire. Maybe he wasn’t first to use Ace, however, for its usual superb 


itty RATER Aspere utes yin Soe! Dalen FO 
eal 
Os mths Nee Fs ne mee Oe ee 


NEW EMPLOYEE INCENTIVE PLAN 
makes productive people stay 


Holding a productive person, keeping him invulnerable 
to the most attractive lures is the main business of 
Mutual Benefit’s low-cost Selective Incentive Plan. 


complex bookkeeping is eliminated yet it will equal 
or excel many of the more costly plans offered. 
Write today tor information on S.1.P. 


Mutual Benefit Life Insurance Co., Dept. AD. 
Newark 2, New Jersey 


Whether you have one selected employee or more, the 
Selective Incentive Plan can go to work forcibly for 
you ... keeping productive people on your side, en- 
couraging outstanding newcomers and developing the 
extra effort that will make your firm grow. 


r 
! 


Please send me your free booklet 

“Green Light to Business Growth”. 
Now, you can provide your selected employees with 
security and cumulative dividends in a program that 
is tailored to your size and budget. S.I.P. is easy and 
flexible. No Treasury approvals are necessary .... 


City. 


State 


! 
| 
| 
| 
“Productive People are your most important Asset” U 


MUTUAL BENEFIT LIFE 


The Insurance Company for TRUE SECURITY 
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coverage of all the news in the|by referring to 24-sheets, which|which makes the whole thing a|might deter further reading but| feature article. 


event! 
Lawrence R. Smith, 
Advertising Manager, Thomas 
Organ Co., Sepulveda, Cal. 


what follows. Then he finds him- 
\self on a plane and, through some 
form of metaphysics, becomes one 
Gretchen Oberholzer, who can’t 


. . e 
read a word of English, therefore 
From One Art Director |is unable to get the gist of the 7-Up 


to Another: What's He Saying? 24 he picks on. 

To the Editor: Being an art di-| 
rector myself, I must say I am | He has set up purely arbitrary con- 
pleased by the fact that the artist’s ditions for the effectiveness of the 
viewpoint is at least given some ad. It is unlikely that one Gretchen 
play in your “Art Director’s View- | Oberholzer will ever see this 7-Up 
point” column by Andy Armstrong. |ad. However, and not so arbitrarily, 

However, I am consistently ag- let’s change the girl’s name to Bet- 
gravated by the pyrotechnical | ty Smith, who is getting off the 
verbosity” displayed. It seems to|plane at Kalamazoo (not Temple- 
me that Mr. Armstrong goes out of |hof); Betty can read (ad copy, at 
his way to prove that art directors least) and, furthermore, probably 


Now, really, this is ridiculous! | 


agers. 

| Maybe Mr. Armstrong should try 
|Shampoo and pin-curls on his un- 
ruly articles. 

Edward Kucera, 

| Art Director, MacManus, John 

| & Adams, Bloomfield Hills, 

Mich. 

P.S. Incidentally, for the sake of 
maintaining some semblance of in- 
telligent atmosphere around the 
|advertising profession, wouldn't it 
be beneficial to have the author of 
“Creative Man’s Corner” and Art 
Director Armstrong get together 
and compare their respective phil- 
/osophies (whatever they are), once 
/in a while? I can’t draw a conclu- 


are literate. His opinions of the ad shampoos her hair and puts it up |sion from either of them. Note the 
in point seem to be just that (if|in pin-curls several times a week.|Creative Man’s comments on the 


one has the time or the inclination | And Betty Smith knows what 7-Up| Polaroid ad in the same issue, and 


to wade through his jungle of lan- is. Ask not only Betty, but any 
guage). |woman, about the “refreshing lift” 

His article in the March 3 issue |she gets from washing her hair. 
riled me to the point of writing She'll understand immediately. 
this comment. He starts his article |7-Up gives a “refreshing lift,” too, 


te 


DEPARTMENT STORE SAL 
UP 6% IN JAN. ’58 


OVER JAN. ‘57 ms 


YEAR 1957 UP 2% 
OVER 1956 


5th Federal Reserve District Figures 


’ 


Write promotion department 
for new “Know Our 
Market” release 


die 
You cant cover-North Carolina without the— a 
WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY 


CIRCULATION 
NOW 


100,949 


ABC Publishers Statement 
ending Sept. 30, 1957 


EVENING 
National Representative: KELLY-SMITH COMPANY 


then resolve Art Director Arm- 
strong’s comments on the 7-Up ad. 
Or vice versa. I give up! 


_He’s Caused ‘Discomfort 
| Approaching Pain’ 

To the Editor: Enclosed is my 
nomination for Advertising We 
Can Do Without—the Davenport 
newspapers ad which appeared in 
AA, March 3. This is the second ad 
of this kind I’ve noticed—and 
suffered from. 

That headline is certainly an 
eye-stopper. But it is an eye-bus- 
ter, too. Speaking for myself, I 
find that if I try to read the rest 
of the ad, I experience discomfort 


another reason 


DAVENPORT 
METROPOLITAN 
ARGA® is a m-u-s-t 


CLUDING GAVENPORT Am BETTENGOR! LOWE AMO ROCK (SLANE OL INE AMD LAST WOLINE HLLINOS 


approaching pain. I don’t think 
that I have especially sensitive 
eyes. 

If others have the same experi- 
ence, then, in a sense, this head- 
line is self-defeating. It catches 
the eye but deters further reading 
of the ad. 

But self-defeating or not, is it 
fair? Is it fair to catch the reader’s 


that is fair, why not pornography 
(I don’t mean cheesecake which 
often is delightful; I mean porno- 
graphy)? Why not something 
hideous and disgusting even if 
completely irrelevant to the ad- 
vertising message? These things 


“What! I'm Missing 
40% of the Market ?” 


Answered by Bert Ferguson 
and Harold Walker, of 
Radio Station WDIA, Memphis 


QUESTION: Why am I missing over 40% of the 
Memphis market, and how can I best advertise to 
reach—and sell—this market? 


in ratio of total 


Philadelphia! 


294,100, Negroes 


Mr. Ferguson: You may well have been missing over 
40% of the Memphis market—the Negroes in the Mem- 
ay trading area—if you haven't realized that this mar- 

et can be sold effectively, as a unit, through one 
medium and one medium alone. WDIA. 


the shortening . 


Mr. Walker: Low Negro newspaper audience, and a 


ew and magazine readership and the low 
' percentage of television ownership 
\\. among Negroes mean that the Negro 
/ \ cannot be reached effectively with 
| \\\ these media. WDIA, the first radio sta- 

\ tion in this area to broadcast for Ne- 
groes only, programs exclusively to 
the Negro. And in its coverage, WDIA 
\' reaches 1,237,686 Negroes—over one- 
tenth of the Negro population of the 
United States! 


Mr. Ferguson: WDIA has the Memphis Negroes’ loyalty, 
and it has their listenership! Within one year after its 
change to exclusive Negro programming, 
WDIA jumped to first position in overall 
audience in every rated time period. It 
has maintained top bracket ranking in 
Memphis year after year ever since. 


Mr. Walker: Memphis Negroes consider 
WDIA their station. Its “si_Negro staff 


the area, WDIA 


radio station in 


tell us 


—as a unit—the 


Company. 


entertains for the Negro alone, and exerts an unmatched 
personal appeal to command his unswerving loyalty! 


WDIA is represented nationally 


He buys the products advertised on his station. 


Mr. Ferguson: The Negro has become a vital factor in 
the Memphis area’s booming economy. He is buying 
more consumer goods. 


Mr. Walker: He is buying more goods because he has 
a higher comparable income than Negroes in any other 
area in the whole country! According to 
a 129-city survey by one of the country’s 
largest corporations, Memphis ranks first 


Negro to total white in- 


come. In Memphis, there is $28.79 of Negro 4 
income for every $100 of white income. 
Compare this with $6.59 for every $100 in 
New York ... 


$8.72 for every $100 in 


Mr. Ferguson: And last year, with total earnings of $616,- 


in the Memphis market spent, on the 


average, 80° of this income on consumer goods. Negroes 
buy 63.8% of all the flour sold in Memphis. . 


. 52.5% of 
. . 45.6% of the women’s shoes! 


Mr. Walker: WDIA delivers this portion of the Mem- 
phis trading area to you as a unit! It’s a ready-made 


ready-made market. 


Mr. Ferguson: With the only 50,000 watt transmitter in 


couples power and coverage to deliver 


hard-hitting sales penetration to this mass market. 


Mr. Walker: WDIA consistently carries a larger number 
of national advertisers than any other 


Memphis. Its high- 


wered salesmanship has rolled up 
igh volume sales and profits for 
scores of such national advertisers as 
Procter and Gamble, Nabisco, Gen- 
eral Foods and Ford! 


Mr. Ay ny Write us today and 
about the product you want 
to sell. WDIA’s unmatched combina- 
tion of personal appeal and hard-hitting salesmanship 
Le can mean increased sales for you! 


Ww 


Mr. Walker: Let us show you how WDIA can deliver 
Memphis market you've been missing! 
by Pearson 


John E. 
WDIA 50,000 Watts 


apparently has little to do with|pleasant thought to female teen-| they certainly will capture atten- 


attention by throwing his eyes out} 
of whack (even temporarily)? If! 


lally obtained on a survey. There 
|is nothing wrong with the womb 


‘would be a good one for your 


tion. 

I know you fellows object to 
subliminal advertising (so do I). 
Well, here is super-liminal stuff 
which I wish to heck were sub- 
liminal. 

Benjamin J. Waldeck, 

Circulation Manager, Ogden 

Publishing Co., New York. 


Who's Responsible for the 
MR Muddle, Researcher Asks 

To the Editor: A good point was 
emphasized in your item (Feb. 17) 
on the Williams-Gilman exchange 
over motivational research: that 
many MR studies for an individual 
company lead to findings which 
are of more interest and utility to 
the entire industry than to the 
specific client. 

But I was most interested in— 
and amused by—some of the MR 
findings which Dr. Williams men- 
tioned. Take the conclusion that 
“air conditioners symbolize a re- 
turn to the womb.” Now there’s a 
honey to play around with. Is it 
too old-hat to ask what kind of re- 
commendation to the client was 
made on the basis of that finding? 

Was the artist told to show an 
air conditioner (client’s brand, of 
course) nestled inside of a huge 
blowup of a womb (any brand, of 
course)? Was the copy supposed 
to say something like, “Does the 
tomb loom? Return to bloom—put 
a womb in your room!’’? 

In all seriousness, these specula- 
tions put us right back up against 
two big failings of MR as some 
(though not all) of its practitioners 
conduct it: 

1: Analysts pull “findings” out 
of the air—or, more accurately, out 
of unvalidated psychoanalytic the- 
ories, rather than out of data actu- 


thesis in itself. The quarrel is over 
whether the survey data provide 
any support for it. 

2. Even if documented, the find- 
ings cannot be easily translated by 
a copywriter into a persuasive ad- 
vertisement. 

The sad thing is that a lot of 
good MR is being done. But most 
of the publicity seems to go to the 
more dubious efforts, while the 
well-conceived (oops—there’s that 
womb again), well-executed stud- 


ies pass by without drawing atten- | 


tion. I wonder whether the press, 
its readers, or the MR firms them- 
selves are most responsible for 
this situation. 
Herbert Kay, 
Research Consultant to Walter 
Landor & Associates, Industrial 
Design, San Francisco. 


. - . 
Hearing Aid Industry 
‘Has Its Share’ 


To the Editor: I always read 
with great interest your column, 
“Advertising We Can Do With- 
out.” We feel that the ads you use| 


WEBS'S HEARING AI STORE 


ATTENTION ALL 
HEARING AID USERS 
NEVER BEFORE HAVE 
YOU BEEN OFFERED A 

SALE LIKE THIS! 
MAKE YOUR OWN PRICE 


NO REASONABLE OFFER TURNED 
DOWN, OUR COMPLETE STOCK 
OF HEARING AIDS AT 
YOUR OWN LOW PRICE! 


LIMITED TIME! 


En ae 


should be brought to the attention 
of all advertisers in the interest of | 
better and more honest advertis-| 
ing. 

The hearing aid industry, like 
most others, has its share of these 
ads, and we think the attached ad 


R. VanBrundt, 
Advertising Manager, Hearing 


Aid Division, Zenith Radio 
Corp., Chicago. 
° . e 


Lauds Editorial on 
a ‘Real Problem’ 
To the Editor: Congratulations 


on your editorial (Feb. 17): 
“Government Salaries and Ex- 
penses.” 


Such a tremendous amount of 
heat has been generated on this 
subject that I was very much sur- 
prised when you turned on the 
lights. It is incredible to me that 
the entire news industry has been 
willing to follow Drew Pearson 
like a Judas goat off on this 
ridiculous tangent, when there are 
some real problems in this area 
that need to be solved. 

Lawrence H. Rogers Il, 

President, WSAZ Inc., Hunt- 

ington, W. Va. 


Logo Gets the Play 


To the Editor: Enclosed is a clip- 
ping you may want to add to your 
collection of “goofs,” a particle of 
evidence which supports the adage 
that anything can happen, and 
does. 

In a layout intended for classi- 
fied display in a telephone direc- 


i 
*OANS 


FOR ANY WORTHY PURPOSE 


TWO CONVENIENT LOCATIONS 
v 

New Albany Jeffersonville 

125 E. Spring 1411 Youngstown 


Shopping Center 


PHONE 


WH 4-||| BU 2- 
6436 ||| 4395 


Personal Loans For Taxes, Old Bills, 
Auto Repairs, Medical Bills, 
Clothing, Vacation, Seasonal Items, 
On Your 


PHONE 


© SIGNATURE 
@ FURNITURE 
@ AUTOMOBILE 


Welfare Finance Corp. 


FINANCE CORP. 


tory, we lettered the word “L-O- 
G-O” to indicate position for the 
Welfare Finance Corp. signature 
cut. You can see what happened 
in the New Albany, Ind., directory, 
recently published. You may no- 
tice, on closer inspection, they did 
insert our name in sub 5-point just 
above “L-O-G-O.” 

We are wondering if there is a 
need for additional instructions on 
how to follow layout instructions 
or we were wondering if we should 
just stop wondering. 

C. D. Belcher, 

Advertising Manager, Welfare 

Finance Corp., Cincinnati. 


Ad Analysis Indicates 
Trend to This Group 


To the Editor: Every week, when 
ADVERTISING AGE arrives in our of- 
fice, we play a little impromptu 
game. It’s too informal to have a 
name, but it could well be called 
“What’s It Selling?” or “Who Paid 
for the Space?” 

It goes like this. Whoever gets 
the magazine first will read the 
front page news (enviously, in 
most cases). Then he’ll thumb 
through the book looking at paid 
advertisements. Within the first 
dozen pages, he’s sure to find an 
example. When he does, he will 
holler, “What’s This Selling?” or 
“Who Paid for the Space?” The 
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others guess. It’s a tough game. 

Here’s how it went when the 
Jan. 27 issue arrived. The first! 
reader held up Pages 10 and 11, a 
double page spread. The spread 
showed a woman polishing a little 
shoe, Its headline said, “With her 
memory—once over lightly WON’T 
LAST!” He said, “What?” (We ab- 
breviate to speed up the game.) 

After we contestants had failed, 
he chided us lightly. “CBS Net- 
work Radio, of course. Note how 
the layout carries the eye inevit- 
ably to the signature! Clever, I 
think you'll admit.” We blushingly 
admitted that it certainly was 
clever. 

Then he flipped to Page 16. 
“Who?” he said. This one showed 
two men, one in tropical dress and 
one in arctic garb. The headline 
was (look for yourself if you don’t 
believe me) “Most.” I got this one 
right because I’m educated. The 
name was right there in plain sight. 
It was “O Cruziero” upside down 
and backward on the cover of a} 
magazine. Luckily, I have studied 
both Portuguese and typesetting. 

Well, we didn’t get much done 
that morning. The game continued 
with a picture of a guy playing 
poker. Headline: “YOU MIGHT 
DRAW A ROYAL FLUSH*—” The 
following page had “action—N.E.D. 
advertisers get MORE every year” 
(illustration of four hands, holding 
four pencils, marking magazine 
reader service cards). At 10:05 we 
tried, “Would You Use THIS? or 
THIS?” (Two parachutists, one 
with a fine big ‘chute, the other 
with only shroud lines.) 

Everybody flopped on all ques- 
tions. Before lunch, we crowded 
in: “THE CONFIDENT WIFE) 
(whose job is Beauty Authority)” | 
under a big halftone of a woman | 
and a little girl powdering their | 
noses; “AGAIN IN 1957” (no il-| 
lustration, double truck in three 
glowing colors); and “Go Peddle 
Pencils, Smidley” (boss firing 
salesman). 

We couldn’t continue after lunch 
because we had to present a cam- 
paign on a new shoe polish account. 
It’s built around illustrations of 
radios. We know a trend when we 
see one. 


R. C. Hanger, | 
Vice-President, Jones & Hang- 
er Inc., Kansas City, Mo. 


e - e 
Brands Are Important 
to This Reader 
To the Editor: Your editorial | 
material is usually very good and) 
quite helpful to me. But I am com- 
pelled to take exception to the | 
Creative Man’s criticism of the 
Scott Soft-Weve advertisement. 
He conveys the impression that 
brands are not too important when 
it comes to bathroom tissue. Isn’t | 
this an unusual viewpoint for any- | 
one connected with the advertis- 
ing business? Millions of consum- 
ers would disagree with him, I be- 
lieve, for there certainly is a dif- | 
ference in the quality of the prod-| 
ucts offered. 
In the luxurious bathroom shown 
I think a “shoe box” grade of toilet 
tissue would give anyone a poor 
impression of the hostess. Have 
you ever compared a “Scotties” or 
“Kleenex” facial tissue with the 
tissue used in shoe boxes? You 
can buy either grade of tissue in 


Scott 
does | 
it! 


See page 78 


rolls, you know. And why he seem- 
ingly pokes fun at the better facial 
quality being promoted by Scott, is 
something I cannot understand. 
Scott has a good product. I think 
they should be commended for 
bringing the facial quality to the 
attention of housewives especially 
in an ad that bespeaks of quality 
and integrity, if indeed, also of 
luxury. (The product isn’t easy to 
present attractively.) 
Frank E. Ely, 
Vice-President, The Fox Edge 
Co., Lowell, Mass. 


Asleep? Not on Your Life 

To the Editor: I thought The 
Creative Man’s Corner was par- 
ticularly wideawake this week 
(March 10 issue, “How Mixed 
Up?”). I chuckled out loud at his 
intimate dissection of the “Soft- 
weve by Scott” advertisement. 

When I came to the part about 
his wife “doing a Lady Macbeth 
sleep-walking act with a partially 
unrolled roll of bath tissue in her 


dainty mitt,” I looked up at the 
drawing of your crusty old critic. 
He’s asleep, typing like all get-out 
—a narcoleptic, if ever I saw one! 
Take a look! 
Fred Wittner, 
Fred Wittner Advertising, New 
York. 


Cosmetic Ads Aren’t Taken 
Literally, Reader Says 

To the Editor: In the Jan. 20 
issue, Jim Woolf quotes a letter 
from “the wife of a New York 
agency executive.” She writes that 


a certain cosmetic advertisement, | 


which claims she can regain her 
17-year-old complexion, insults her 
intelligence—“only women who 
are fools will believe it.” 

The same woman, in the same 
letter, says, “I spend a lot of time 
and money on beauty care with 


very little success in eradicating | 


the telltale signs of advancing 
years. It’s a hopeless struggle.” 
The lady protests too much. Are 
we to suppose that, after mailing 
her letter, she gave up creaming 


75 


and what-all else women do to|vertising (like any other business) 
make themselves beautiful? Are|has a sufficiency of moral prob- 
|\we to suppose that, when sweet) lems; let’s not create them where 
| nothings were first whispered into| they do not exist. 


her ear she responded with, “Only | G. Allen, 
women who are fools will believe Chicago. 
| it”? 

| Women are not such fools as to e + . 


interpret an advertising message 
for cosmetics literally, any more 
|than they interpret a compliment 
| literally. They don’t require an in- 
terpreter or a censor in either situ- 
ation. 


‘Gladys, You're Astronomical 
To the Editor: If Starch ever 
measured the impact of “Gladys 
the Beautiful Receptionist” I’m 
This kind of thinking sells the|SUre the figures would be astro- 
consumer short on intelligence and | "0mical. Last week when my name 
judgment, and is really not far re- |#PPeared in that block, the phone 
|moved from the attitude of Vance |T@58 constantly for two days—all 
Packard and countless swarms of |ePorting my notoriety. 
earnest, tedious, wide-eyed, Ana Gladys is a real Influential! 
‘comprehending, literal-minded | _ _Geo. C. Whipple Jr., 
middle class intellectuals who, Public Relations, Batten, Bar- 
yearn to save the public from | ton, Durstine & Osborn, New 
hornswoggling by advertising peo-' Y°rk. 
ple, whose contribution to the| Mr. Whipple contributed the fol- 
economy they are incapable of un-| lowing punch-line to “Gladys the 
derstanding. |Beautiful Receptionist”: “He 
Do we have to play their game| wants to use the Influential on a 
by reading cosmetics copy as|subliminal tv commercial” (AA, 
though it were an equation? Ad-| March 3). 


Rushing the Rushes to Hollywood 


via Air EXpress with extra-fast door-to-door delivery! 


From real-life locations .. . in a ghost town or coastal 
cafe...a producer speeds his exposed film to Holly- 
wood for processing every day. Are the “rushes” ready 
to be exhibited? Or are expensive re-takes to be made? 
The answers must be known without loss of time — 
or precious film. Result .. . top producers give four-star 
rating to Air EXpress, the only complete door-to-door 
air shipping service to thousands of cities and towns! 


If saving time means saving important money in your 
business too, then Air EXpress is also your answer. For 
Air EXpress expedites your shipping operations — 
safely. It gives you speed in the air, speed door-to-door, 
plus a signed receipt at both ends. It gives you overnight 
delivery, with 10,212 daily flights on America’s sched- 
uled airlines, 13,500 trucks (many radio controlled), a 


CALL AIR EXPRESS... division of 


nationwide private wire system, a personnel of 42,000. 
Yet Air EXpress is inexpensive; for instance, a 15 
Ib. shipment from Reno to Hollywood costs only $3.71 
with Air EXpress — $1.94 less than any other complete 


air shipping method. Explore all the facts. Call Air 
E Xpress. 


> 
VANIER RUMESS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


RAILWAY EXPRESS AGENCY 
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Newspapers hove long argued that yt 


Unchallenged! = 


Shortages: Wecksler 
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' advertising should toke on 


@ local character in EACH community 


Thy: can be done by che use of what 6 knowe vo che crede as 


hooker.” A hooker is where « local dealer's same 
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The tremendous volume of retail advertning 1 or espapers — a vohwme sale 
unequalled w any other medrum — os daily witnews to thes tart retailer with the cue 
Newspaper advertising remarms UNCHALLENGED on ots abelity to reg the cach regrter 


CANADIAN Dairy Newspaper PusuisHers Association 


29 Umewerety Avenee leremte | Onterne - / 


HM Mndewehd Crnerel Manage 


APPROVED—This newspaper page by the Canadian Daily Newspaper 
Publishers Assn. has been lauded by the Canadian Assn. of Adver- 
tising Agencies: “We know of no other medium in the world of ad- 
vertising .. . in Canada, the U.S., the United Kingdom or the Com- 
monwealth ... that has so ably demonstrated its ability to make 


sales for manufacturers at the retail level. . 


. as have the daily 


newspapers of Canada, as documented in CDNPA’s recent ad ‘Un- 
challenged’!”’ 


Everybody Gets a Prize in 
New Seabrook Farms Contest 

Seabrook Farms has launched a 
contest asking for statements on 
“Why I'd like Seabrook Farms to 
pay my income tax” in 25 words 
or less. Contestants are required to 
attach wrappers from five pack- 
ages of Seabrook vegetables or 
fruits to the entries. For the author 
of the best statement Seabrook will 
foot Uncle Sam’s bill (up to $5,- 
000). Every contestant will receive 
as a bonus prize, coupons worth 
30¢ toward the purchase of Sea- 
brook vegetables or fruits. 

Newspaper ads in Seabrook dis- 
tributing cities, plus radio and tv 
spots, will promote the contest. 
Gore Smith Greenland Inc. is the 
agency. 


Grossman Uses Journals 
Grossman Clothing Co. New 
York, clothing manufacturer, is 
undertaking what it believes to be 
“the first general apparel adver- 
tising schedule ever placed in 
professional publications.” Adver- 


tising for its line of suits will ap- 
pear in American Bar Assn, Jour- 
nal, Case & Comment, Journal of 
Accountancy, Journal of the Amer- 
ican Medical Assn., Medical Eco- 
nomics and Oral Hygiene. The 
company will continue its regular 
consumer magazine schedule un- 
diminished. Technics Co., Plain- 
field, N. J., is the Grossman agency. 


Executive Ad Shop Opens 
Executive Advertising Inc. a 
new agency in Chicago, has opened 
offices at 469 E. Ohio St. President 
of Executive is Edward Grusin, 
who formerly operated his own 
agency in Chicago. Roland Berns, 
formerly vp of Allan David Adver- 
tising, Chicago, is vp. Accounts re- 
cently awarded to Executive in- 
clude Suzy of Paris (lingerie), 
Quaker Industries (tables), Tangee 
(cosmetics), Roberts Electric Co. 
(motors and generators), Dudek & 
Bock Spring Mfg. Co. (industrial 


springs), Kayen Vee Enterprises | 


(fish hooks, lures) and Trippe 


|Mfg. Co. (revolving lights). 
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Recession Over; 
Summer to Bring 


New York, March 25—“By the 
end of this year you'll begin to) 


hear the words ‘shortages’ and 
‘inflation’ once again,” A. N. 
Wecksler, head of the Washington, 


D.C., office of Conover-Mast Pub- 
llications, predicted last week in a 
|talk before the Eastern tf Club. 

Mr. Wecksler emphasized that 
there is “idle capacity in every 
| field of manufacture” and that this 
\is bound to create shortages of. 
/many types of manufactured goods. 
| “We are faced with a new phi!- 
osophy today,” he said—“that it is | 
|better to save the nation than to | 
\balance the budget, and that we 
lean afford to spend whatever it 
takes to do the job. | 
| “I believe that the current drop 
|in business and in industrial activi- 
ty is temporary,” Mr. Wecksler 
said. 
| “In the months ahead we will) 
'be rebuilding our strength, and 
with it our confidence. The busi- 
{ness and technical press has a big | 
job to do. Part of this job is to! 
keep the business and industrial | 
community informed. We are ready 
and able to do the job expected of | 
us. | 


# “For those who can’t read the 
handwriting on the wall—the evi- | 
dence of an industrial nation and | 
a free society on the march—we'll | 
|just have to demonstrate our pur- 
pose and determination. 

“It is my prediction,” he said, 
“that by mid-year national con- 
fidence will be restored and we 
will have developed a new sense 
‘of purpose, sparked by a greatly 
|improved climate of business.” # 


Hayhurst Adds Gair Co.; 
Gives Mooney A.E. Post 


its four divisions: Corrugated box- 


ties and box board. E. W. Reynolds 
Ltd. is the previous agency of rec- 
ord. Hayhurst also has named 
M. J. Mooney a senior account ex- 
ecutive. Most recently he was with 
Foster Advertising. 


Ferres Leaves MacLaren; 
Edmund Brown Named VP 


James Ferres has resigned as 
senior vp and managing director of 
MacLaren Advertising Co. Ltd., 
Toronto. Mr. Ferres will continue 
as a director of the agency. At the 
same time, MacLaren has named 
C. Edmund Brown vp and general 
manager. With the agency 30 years, 
Mr. Brown has been a vp for the 
past four years. 


BPA Membership Increases 
| 13 new members have joined 
| the Broadcasters’ Promotion Assn., 


the May 5 issue. 


the material must measure up to 


will be accepted. 


3. It must be available for dist 


stated. 


Chicago 11, with any necessary 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


For admen, it’s a gold mine. No where else can you find the 
multitude of useful market data tssued by advertising media, 
trade associations and other sources throughout the country listed 
all in one place—in the annual Market Data section of ADVERTIS- 
ING AGE, which will be published for the 11th consecutive year in 


The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

More than 1,500 separate pieces of market data were listed in 
the section last year, and readers of ADVERTISING AGE sent in re- 
quests for 62,000 individual pieces. 

Advertising media, associations, trade groups and others are 
urged to submit their market studies and compilations for inclu- 
sion in this master list. There is no charge for such listings, but 


1. It must be current. Nothing published prior to June, 1957, 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 


cies, preferably without charge. If there is a charge, or other con- 
ditions are attached to its distribution, this should be clearly 


4. It must be received before April 10, 1958. 

Market data material scheduled for publication before Sept. 1, 
1958, will be listed in a “not yet published” tabulation, provided 
that a 50-word description of each such item reaches ADVERTISING 
AcE before April 10. The description must include probable date 
of publication and any conditions attached to distribution. 

Actual copies of all other material to be listed should be ad- 
dressed to the Feature Editor, ADVERTISING AGE, 200 E. Illinois St., 


the following standards: 


ribution to advertisers and agen- 


explanatory notes. 


Gair Co. Canada Ltd., Toronto, | 
has named F. H. Hayhurst Co. Ltd.,| vin Sturgis as technical research 
Toronto, to handle advertising for | 


es, folding cartons, paper special-| 


bringing the total to about 225, 
according to Elliott W. Henry, 
president of the group and pro- 
motion and press information di- 
rector of the American Broadcast- 
ing Co., Chicago. BPA hopes to 
have about 500 members by mid- 
November, following a _ concen- 
trated drive starting April 1, Mr. 
Henry said. The association’s mem- 
bership chairman {fs Howard Mea- 
gle, WWVA, Wheeling, W. Va. 


Compton Names Two in L.A. 
Compton Advertising, Los An- 

geles, has added Lawrence Kraft 

as an account supervisor and Mel- 


director in its industrial division. 
Mr. Kraft most recently was an 
account executive with Willard G. 
Gregory Advertising, Los Angeles. 
Mr. Sturgis was formerly chief of 
publications and advertising direc- 
tor of Wiancko Engineering Co. 


Flynn Adds General Steel 

General Steel Products, New 
York, has named Art Flynn Asso- 
ciates, New York, to handle adver- 
tising and public relations. Adver- 
tising was formerly direct. The 
Flynn agency also has named 
Bart Campbell, formerly of Wil- 
drick & Miller, an account repre- 
sentative. 


Maloney Named VP 

Vincent P. Maloney, formerly 
of Charles W. Hoyt Co., has been 
named vp in charge of creative 
services of McVicker & Higgin- 
botham, New York, new direct ad- 
vertising and sales promotion com- 
pany. 


Listener’s quote, 


‘from a study by Motivation Analysis, Inc. which showed 
C-O stations are more authoritative than their leading Independent com- 
petition...and as a consequence, their commercials are more believable. 


CO 


WEETI, Boston 
WBBM, Chicago 
KNX, Los Angeles 
WCBS, New York 
KMOX, St. Louis 
KCBS, San Francisco 


CBS-OWNED RADIO STATIONS 


Follow Celtics’ 
Program to Success, 
Boston Adclub Told 


Boston, March 25—Team play, 
practice and the fundamentals 
which add up to successful basket- 
ball are the same tools that add up 
to “sales in advertising,” the Bos- 
ton Adclub’s members were told 
by Paul N. Swaffield, advertising 
manager of B. F. Goodrich Co.’s 
Hood Rubber division. He made 


the comparison as the club feted 
the professional basketball cham- 
|pion Boston Celtics. 

| Mr. Swaffield said good sales 
are built on program and talent— 
sound fundamentals of good adver- 
| tising, constant practice, proper 
use and repetition of advertising— 
and a coordinated team effort. 

His talk, too, outlined the spon- 
| sor experience with the Celtics’ ra- 
dio broadcasts on WHDH with lo- 
cal advertisers whose accounts are 
handled by local agencies. 

Harold Cabot & Co., agency for 
Carling Brewing Co., made a sur- 
vey which showed 40% of New 
England men and 17% of the 
women heard one or more Celtics 
games during the season. This 
represented a listening audience 
much larger than the audience for 
an average baseball game, said Mr. 
Swaffield. 


s James Thomas Chirurg Co. re- 
ported its client, Blackstone Cigar, 
has 77% of its retail sales in New 
England areas covered by the 
broadcasts. Hoag & Provandie, 
which handles General Electric’s 
major appliance and tv distributor, 
uses the broadcasts primarily to 
appeal to the vanity and pride of 
GE dealers in their association 
with the Celtics as sports fans. 

The appeal to consumers, Mr. 
Swaffield said, is secondary, yet 
over-all results have been great. # 


Ennis Joins Norman, Craig 
Frank Ennis, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
has joined Norman, Craig & Kum- 
mel as account executive for the 


DuBarry, Sportsman and Chanel 
accounts. 


Schwarz Joins Ideal 

Sanford Schwarz, formerly ad- 
vertising manager of Hillman’s 
Women’s Group, will join Ideal 
Publishing Co., New York, April 1 
as head of eastern mail order ad- 


vertising, a new post. 
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Campbell-Ewald Adds || cua 
GM Motorama Account @ 


(Continued from Page 1) 
more GM business would follow. 


However, to take Frigidaire Mc-|Kudner with an estimated $13,500,- | 


Cann would be compelled to resign 
Westinghouse. 


e There also was some speculation 
that an agency outside the GM 
agency family might get the Kud- 
ner business, particularly Frigid- 
aire. Among the agencies reported- 
ly soliciting the account are D’Arcy 
Advertising, Benton & Bowles and 
Ted Bates & Co. 


s In Dayton, Frigidaire told Ap- 
VERTISING AGE that “several agen- 
cies are being considered for the 
account” and that meetings be- 
tween company and agency offi- 
cials will begin “as soon as possi- 
ble.” 

ADVERTISING AGE learned that W. 
F. Switzer, merchandising mana- 
ger of Frigidaire, was in New York 
this week, talking to agencies. He 
was quoted as saying that eight 
agencies would be invited to 
solicit the account, and that this 
number would not include Mc- 
Cann. 

McCann does handle some Frig- 
idaire advertising, but it’s all over- 
seas—West Germany and Brazil, 
and several Frigidaire distributors 
in other foreign countries. 

Frigidaire asked some agencies 
to make presentations and other 
agencies asked permission to be 
heard, the company said. Frigi- 
daire declined to name any of the 


agencies under consideration. It al-| 
so refused to say if agencies with | 


General Motors business would be 
invited to solicit the account. 


® The successor to Kudner will be a¢ General Motors. The displaced | 


chosen by a team of Frigidaire of- 
ficials headed by Herman Lehman, 
general manager and a vp of GM. 
Others are C. H. Menge, general 
sales manager; Mr. Switzer, and 
R. C. Wright, advertising manager. 

Frigidaire would not say why 
Kudner was dismissed other than 
to comment tersely that it was “to 
our best interests.” The company 
said a new agency will be named 
as “soon as possible” but declined 
to elaborate. 

“We are going about the job of 
choosing a new agency without a 
lot of fanfare,” Frigidaire said. 
“The agencies we are talking to 
know what we are looking for. We 
want to handle this matter in a 
sensible way.” ~+ 


s Kudner’s loss of Frigidaire and 
GMC trucks did not come entirely 
as a surprise to automobile industry 
observers. The agency reportedly 
has been in some GM vps’ doghouse 
for some time. This situation be- 
came obvious last December when 
the agency lost Buick. 

The same GM vps who are now 
calling the shots reportedly were | 


| for the move. 
| The loss of Frigidaire leaves 


|000 in GM billings. The agency will 
continue to handle Fisher Body 


000 each), the Allison airplane en- 


gine division ($500,000), and GM) 


institutional advertising, which re- 
portedly bills in the area of $10,- 
000,000. 

Kudner, however, apparently has 
been losing out on GM’s institu- 
tional advertising business for some 
time. Last month, GM named 
Brother to handle a $2,000,000 “Aim 
to Live” auto headlight safety cam- 
paign (AA, Feb. 3). Last summer, 
GM shifted its “Wide Wide World” 
tv show to MacManus, John & Ad- 
jams from Campbell-Ewald and 
Brother. 


® The Frigidaire account arrived 
at Kudner in August, 1955, just 
as abruptly as it has now departed. 
The month before, July, 1955, 
Frigidaire had skeletonized its ad 
staff and transferred all collateral 
_advertising—heretofore handled by 
| the company—to its two agencies— 
Foote, Cone & Belding and Kircher, 
Helton & Collett. 

| This upped the account by $6,- 
| 000,000 to a round total of $16,000,- 
000 at Foote, Cone, and the agency 
|immediately expanded its Dayton 
office, hiring 20 or more employes, 
including many from the depleted 
Frigidaire ad department. 

Five weeks later, however, to 
|the “complete surprise” of FC&B 
| and many Frigidaire people, the 
account was suddenly moved to 
Kudner as part of a “consolidation” 


Frigidaire ad_ staffers, 
migrated to Kudner; some had 
three employers in about six weeks. 

But yesterday Kudner said 
Frigidaire’s billing was never 
worth $16,000,000 to the agency. 
The GM division’s entire adver- 
| tising budget may have run to that 
|figure, but about $10,000,000 of 
| the total was ear-marked for co-op 
and therefore non-commissionable, 
| the agency said. 
s According to Martin Mayer’s 
“Madison Avenue, USA,” Fairfax 
Cone describes the summary dis- 
missal of Foote, Cone by Frigidaire 
|this way: 

“I was called down to Dayton, O., 


Frigidaire: 

| “I should have gone to your 
‘office to tell you this, but I have 
an appointment here in Dayton, 
and I had to ask you to come here 
to tell you that we are going to 
change agencies.’ 

“I said, ‘May I ask why?’ 


($2,000,000) , the Cleveland and De- | 
troit diesel divisions (about $500,- | 


and this sentence was said to me} 
by the general sales manager of) 


ie. 
3 
| 


l . 


_ brown sugar...pineapplo...and _, 
r 

m 

YOU APPEAL—“One secret ingredient 
in Agar ham is your own personal 
touch in preparing it. . .” is Agar 
Packing Co.’s appeal to house- 
wives in this color page scheduled 
for the Chicago Daily News, April 


3. H. M. Gross Co., Chicago, is the 
agency. 


5 


days, and it will tell you positively 
what women want in a refrigera- 
tor.” 


® He thereupon ordered two sten- 
ographers to peruse every refrig- 


Home Journal and The Saturday 
|Evening Post in the past seven or 
eight years, and to write down the 
copy. 

Theory was that the manufac- 
turers would have discovered— 
“even if they didn’t know it them- 
selves”—what women were looking 
for, and the majority of the ads 
would touch on this subject. 

“Sure enough,” Mr. Lasker re- 
\called, “we found that a big ma- 


|away at economical operation in 
one way or another . . . we intro- 
duced the Meter Miser, and there 
we were.” 

20 years later, when the account 
moved to Kudner, a 20-market sur- 
vey by Consolidated Consumer 
|Analysis showed Frigidaire was in 
| first place in 14 markets, GE lead- 
ing in 5 and Sears, Roebuck’s Cold- 
spot ahead in one. 


|@ The present score from Consoli- 
|dated Consumer Analysis shows 
the following brand preference 
| breakdowns: 


| Refrigerators 
(23 markets) 
Frigidaire 


Ist 2nd 3rd 4th 


Hotpoint 


erator ad that had run in Ladies’ | 


| “He said, ‘Please don’t ask me’.” 


Frigidaire ................ 


largely ignored in past years, # FC&B entered the Frigidaire pic- 
when they held lesser positions, by |ture nearly 20 years before when 
the late Arthur Kudner and James|Lord & Thomas, its predecessor, 
H. S. Ellis, who resigned as presi- | gained the account in September, 
dent of Kudner two months ago/1935, after a two-day, $100 research 
(AA, Jan. 27). Messrs. Kudner and | project—Lasker style. 
Ellis were in high personal favor; As recounted by Albert Lasker 
with Harlow E. Curtice, president} (AA, June 9, ’52), the story went 
of GM, and Charles E. Wilson, for-|like this: The Frigidaire people 
mer GM president. /arrived at the agency with a “room 
Now that Mr. Kudner and Mr. full of charts and graphs and pic- 
Ellis are no longer on the Kudner tures of houses. This house had an 
scene and Mr. Curtice is not as\electric refrigerator. That one 
concerned with agencies as he was| didn’t . . . they had statistics all 
in past years, the GM vps ap-|over the place.” 
parently are getting in their licks.| Mr. Lasker “let them go on” un- 
til he “couldn’t stand it any long- 
s The name most prominently |er.” 
mentioned in the latest Kudner loss 


is Roger Kyes, GM vp in charge of 
household appliances and the GMC 
truck group. It was Mr. Kyes who 


“Gentleman,” he said, “you give 
me your account and we will sell 
more refrigerators for you than 


W 


wn 


Westinghouse 


= Estimates put Frigidaire’s share 
of the household refrigerator mar- 
ket at 22% of 3,350,000 units sold 
in 1957 by all manufacturers. Fig- 
ures on other leading refrigerator 
sales were unavailable, but it was 
believed that GE refrigerators lead 
the sales parade, with Westing- 
house in third place behind the 
General Motors entry. + 


Edison Unit Names F&éS&R 
Fuller & Smith & Ross has been 
selected by the commercial division 
of the Edison Electric Institute to 
develop a national advertising pro- 
gram to promote expanded use of 
electricity in homes. A program 
for magazines, radio and tv will be 


No Merger Plans or 
Large-Scale Layoffs in 


New York, March 27—Despite a 


|| billings loss of more than $46,000,- 


000 in 15 months, the Kudner 
|Agency “is going to continue in 
|business,” according to C. M. 
Rohrabaugh, president. 

| Mr. Rohrabaugh said today that 
his agency, which wound up 1956 
|with billings of $66,200,000, was 
|billing “about $20,000,000” follow- 


tors accounts—Buick last Decem- 
|ber, and Frigidaire and GMC 
itrucks and coaches this week. He 
'said Frigidaire had been billing $6,- 
000,000 and GMC was about $2,- 
000,000. The Buick account billed 
$24,000,000. 


® The loss of Texas Co. and Schick 


‘We Will Continue,’ 
‘Despite $46,000,000 Billing Loss 


Offing, Says Kudner Chief 


77 


Rohrabaugh Says, 


Inc. at the end of 1956, and the dis- 
continuation of Motorama adver- 
tising by GM last year accounted 
for $14,000,000 more in billings. 


® The Kudner boss said he was 
entertaining “no thoughts of a mer- 
ger with anyone” and he discount- 
ed reports that the agency had to 


ing the loss of three General Mo-| 


let go a large number of employes. 


\“No termination dates have been 


\discussed for Frigidaire or GMC,” 
he said, “and we’ll need the people 
now on those accounts as long as 
we handle them.” 

Mr. Rohrabaugh, who was on a 
Florida vacation at the time he 
got word of the Frigidaire and 
GMC decisions, said those clients 
gave him no reasons for moving 
out of Kudner. 

“All I know about it,” he added, 
“is that Frigidaire told the news- 
papers that the switch was made 
in ‘our best interests’.” + 


New York, March 27—Adver- 
tising pages carried in the first 
quarter by business papers are 
down 8.7% compared with the first 
quarter of 1957, but advertising 
dollar sales are up 1.1%. 

Projected second quarter ad page 
sales are down 7.3% compared with 
the like period of 1957, but dollar 
sales are up .8%. 

These figures were released here 
today at the annual eastern confer- 
ence of Associated Business Pub- 
lications. 

The figures are based on a tele- 
| Phone survey conducted by J. K. 
Lasser & Co. for ABP. Data were 


in turn, | jority of the ads were hammering Compiled from March 21 to March 


24 from 41 companies publishing 
| 116 ABP member publications. 


® These figures, it was pointed out, 
compare unfavorably with the fore- 
casts made last fall. It was indicat- 
jed then that for the first nine 
| months of 1958 compared with 1957 
projected advertising pages sales 
would be down 0.9% and advertis- 
ing dollar sales would be up 9.7%. 

The all-day meeting featured 
separate sessions in the morning 
on various aspects of problems af- 
fecting business publishing. 

At the sales session, George W. 
Head, advertising and sales promo- 
tion manager of National Cash Reg- 
ister Co., emphasized that as the 
gross national product increases in 
\the next five years advertising ex- 
penditure will have to increase pro- 
portionately. He predicted that it 
would probably total close to $15 
billion by 1963. 

Discussing his company’s current 
advertising, Mr. Head said that it 
is now spending about three times 
as much for space in published me- 
dia as for direct mail. A few years 
ago, he said, the expenditure was 
| in reverse ratio. 


_s Howard G. Sawyer, vp and mar- 
keting director of James Thomas 


signers of present-day machinery 
know how important it is to make 
a product look modern. That’s why 
they not only engineer their pro- 
ducts; they style them. 

“The same applies to advertis- 
ing,” Mr. Sawyer said. “Not only 
is it important to engineer the mes- 
sage, it is also important to sell the 
message. 


“A good ad,” he said, “is more 


Business Paper Ads Down 8.7%, Dollar 
Volume Up 1.1% in First Quarter, ABP Finds 


ness paper promotion were: Divi- 
sion One, for advertising, Coal Age 
and Engineering & Mining Journal, 
for a consolidated ad. Division Two, 
for house ads, Daily News Record. 
Division Three, for direct mail (for 
papers with billings under $500,- 
000) Gas Age. Division Four, for 
direct mail (for papers with billings 
over $500,000) Daily News Record. 


Mennen, Miles Get 
Listener Bonus as 
Fight Is Radio Hit 


Cuicaco, March 28—The returns 
aren’t all in yet, but the indications 
are that the return match between 
Sugar Ray Robinson and Carmen 
Basilio was quite a fight. 

CBS Radio, which carried the 
broadcast of the championship 
meeting, figures Sugar and Carmen 
probably drew the biggest radio 
audience of the year. The broad- 
cast was sponsored by Mennen 
Co. and Miles Labs. Ratings are 
not due on the fight for a couple 
of weeks. 

There was no home television, 
but a sellout crowd watched the 
fighters battle it out through 15 
rounds via closed circuit tv in 

74 U. S. and eight Canadian 
theaters. Theater coverage was 
handled by TelePrompTer Corp. 

Theater tv receipts are expected 
to gross more than $2,000,000, of 
which the promoters will realize a 
net of about $400,000. Net receipts 
from radio amounted to $30,000. 

Some 17,976 people spent $351,- 
455 to get into the Chicago Stadi- 
um to see the bout. Messrs. Robin- 


ison and Basilio each get $211,470, 


or 30% of the total net receipts— 
$120,000 from tv, $81,870 from the 
gate and $9,600 from radio. + 


General Mills Moves Puffin 


- | Biscuits to Knox Reeves 
|Chirurg Co., pointed out that “de-| 


General Mills will move the ad- 
vertising account for its Puffin 
refrigerated biscuit, made by its 
Ready-to-Bake Foods subsidiary, 
from Henri, Hurst & McDonald, 
Chicago, to Knox Reeves Advertis- 
ing, Minneapolis, June 1. Knox 
Reeves has been handling the Bis- 
quick refrigerated biscuit part of 
the line since General Mills pur- 
chased Ready-to-Bake Foods Inc., 
| Los Angeles, in October, 1956. The 


than a promise of user benefits| company’s refrigerated foods divi- 
backed by clear exposition of pro-| gion headquarters is in Los Ange- 
duct values. A good ad is one which | jes. 


anyone has ever sold. But not with | presented to the board of directors 


dismissed D. P. Brother & Co. from 
the GMC account eight years ago 
and gave it to Kudner. The Brother 
agency was given no explanation 


this kind of stuff. 

“You want to know what sells 
refrigerators? You want research? 
‘T’ll get it for you in a couple of 


|of the institute in June. F&S&R has 
j}been the agency for the institute 
ed several years and has handled 
advertising for other divisions. 


also does a good job of selling the 
house behind the product.” 


® Winners in the second annual 
ABP awards competition for busi- 


Henri, Hurst & McDonald had 
|been handling Ready-to-Bake at 
ithe time of the sale, and has con- 
tinued to handle the Puffin brand 
for General Mills. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line. Add 


two lines for box number. Closing 


deadline: Copy in written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 


sentative (Classified only); 
Angeles, 8. Axminster 2-0287. Closing 
preceding publication date. 


Classified Departments, Inc., 4041 


Marlton Ave., Los 


f deadline Los Angeles Monday noon, 7 days 
Display classified 


fakes card rate of $17.75 per column 


inch, and card discounts, size and frequency apply. 


_ AVERAGE PAI) CIRCULATION FOR 


6 MONTHS ENDING DEC. 31, 1957 


40,429 


HELP WANTED 


| 


HELP WANTED 


CIRCULATION MANAGER. Must have 


initiative and be thoroughly experienced | This is 
in controlled circulation BPA audit re-| accomplished things, 


quirements and knowledge of how 
keep their verification records. Well paid, 
permanent position. Division 4-5355. 
Bruce W. Wadman, DIESEL PROGRESS, 
2040 W. Wisconsin Avenue, Milwaukee 3, 
Wisconsin. 
If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, , Publishing and 
Pub. Rela. See me now!! 
202 S. State St., Suite 1302-4 


EAST COAST—Top-flight, hard-hitting, 


ACCOUNT EXECUTIVE 

for a man who has already 
but is ready to do 
much, much more. Account Executive 
needed by middie western agency (not 
in Chicago) for key client with product 
distributed mainly through food stores. 
Sound agency background and food field 
specialization are both important, though 
not absolutely essential. Must be creative, 


|}energetic (this is hard work), and ambi- 


big-producing advertising salesman, man- | 
|AD ASSISTANT. Excellent opportunity 


agement calibre, for hard sell, national 
mass magazine. Experience in food, fur- 
nishings and home accounts required. 
Under 45. Give full identification in first 
letter, including experience, 
family, salary range and _ references. 

Box 1416, ADVERTISING AGE, 
480 Lexington Ave. New York 17, N. Y. 
Man between 25 and 35 years of age 
having background in food distribution 
with basic sales, advertising and pro- 
motion experience to act as assistant 
to sales manager. Starting salary $6,000 
to $6,500 plus bonus arrangement. 

Box 1415, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Illinois 


MOLEN 


Andover 3-4424, 105 W. Adams St., Chgo 3 


FOR NATIONAL MAGAZINE— Unusually 
high-grade, aggressive ad salesman, in 
household appliance and furnishings field 
in Chicago territory. Congenial team 
worker wanted, with loyalty, pride in 
success. Write fully in strict confidence. 
Box 1418, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 


education, | 


tious. Will work directly under a top 
agency officer. Give full details in reply. 
Address: Box 1419, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
So. State St. HA 7-1991 Chicago 


for up and coming Adman or “Gal” to 
specialize in highly promotional adver- 
tising, aimed at retail level, prepared 
by Chicago Agency for more than 700 


| Installment Furniture and Jewelry Stores. 


} 


| worker 


Energetic. Copy and layout will compen- 
sate for lack of experience. $100.00 a 
week to start. Rapid increases as you 
progress. 

Box 1421, ADVERTISING AGE, 
200 E. Mlinois St., Chicago 11, Illinois 
IF YOU ARE AMONG NEW YORK’S 
MOST SUCCESSFUL HIGH-PAID SPACE 
SALESMEN WITH FARM PAPER EX- 
PERIENCE, about 40, known as hard 
with ambition and ideas, and 
desire new opportunity, present case in 
writing. Outgoing, friendly personality 
wanted. Replies confidential. Photo if 
convenient. 

Box 1417, ADVERTISING AGE, 
480 Lexington Ave, New York 17, N. Y. 


ADVERTISING 
Copywriter, mfr, 2-5 yrs exp....... 
Public Relations-Publicity........... 
Copy-Contact, Indus Agcy.... , 
Merchandising Mgr, Indus. 
Advtg. Mgr, Package Goods. ..$12, 
SHAY AGENCY, 30 W. Washington, Chgo 


MARKET RESEARCH DIRECTOR 
We are looking for a man who wants 
the challenge of organizing and super- 
vising the research department of a 
medium-sized Chicago Ad agency. Must 
be completely qualified and experienced 
in market and sales analysis and sales 
forecasting, primarily with industrial 
background. Salary open. Please send 
your resume to 

Box 1420, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, [linois 


CREATIVE COPYWRITER, DETROIT 
Leading automotive merchandising organ- 
ization needs highly creative writer with 
sound merchandising sense, background 
of consumer advertising and sales promo- 
tion copy. Automotive experience helpful 
Excellent opportunity. Salary open. Sen 
complete resume including salary require- 
ments. All replies confidential. Our staff 
knows of this ad. Box 976, ADVERTIS- 
ING AGE, 200 E. Illinois St., Chicago 11, 
Tilinois. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 


SALESMAN—MOTION PICTURES 


Do you think you can create 
sales for commercial motion pic- 
tures for a leading midwest film 
producer? Will consider aggres- 
sive young man who has sales 
ability in creative selling; film 
experience not necessarily re- 
quired. Write giving personal 
background. Box 952, Advertis- 
ing Age, 200 E. Illinois St., Chi- 
cago 11, Illinois. 


Working Art Director wanted by well 
established aggressive agency in Central 
Ohio. Must be experienced in all phases 
of modern commercial art from layout 
through finished art and retouching. Ex- 
cellent opportunity for young man capa- 
ble of assuming supervisory responsibility 
and interested in future stock participa- 
tion. Send complete resume with salary 
requirements to Box 964, Advertising Age, 
200 E. Illinois St., Chicago 11, Illinois. 


MARKETING — MERCHANDISING 
DIRECTOR 
Midwest company seeks man with solid 
background In consumer durables or re- 
lated hard lines. Advertising-Sales Pro- 
motion History helpful. Salary range 
$15,000-$20,000. If qualified, contact me 
in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 

220 S. State St. » Chicago - WA 2-4800 


worker. 


My “RIGHT-ARM” 

is Ready to Move Forward 
to a Greater Marketing- 
Advertising Responsibility 


The Assistant Director of Advertising of our Company 
(which is one of the top 20 package goods advertisers) is 
a man who has earned my unqualified recommendation. He 
started with us as a product manager after six years of top 
4A agency account handling. His strong background in 
proprietary drugs, toiletries and cosmetics includes chain 
drug experience. He is particularly accomplished in new 
product development. He has had heavy TV responsibilities 
including network and spot buying, programming and com- 
mercial production—live and film. 

Although he is a young man, only 35, this self-starter is 
sound in his decision-making, creative in every facet of 
marketing, an organizer, administrator and conscientious 


If you would like to know more about this capable ad- 
vertising executive from one who has worked with him. 
please write me: Vice President and Director of Adver- 
tising; P.O. Box 361; New York 19, New York. 


POSITIONS WANTED 


POSITIONS WANTED 


Advertising Age, March 31, 1958 


REPRESENTATIVES WANTED 


TELEVISION PRODUCER 

Put my 9 years N.Y. TV experience to 
work for you. Everything from idea and 
| Script through budget and show, live or 
| film, College grad. Single. Will relocate. 
For resume and interview write 
| Box 1397, ADVERTISING AGE 
200 _E. Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE OR ADV. MGR. 
14 years exp: 4A agency, company, retail. 
Contact, copy, adm., campaigns, Diversi- 
fied accounts. 34. Coll., married. Will 
| relocate. 

Box 1399, ADVERTISING AGE 
\= Lexington Ave., New York 17, N. Y. 

7000 BRINGS 6 YRS SALES-COPY- 
RESEARCH EXP. TO WORK FOR YOU 
Versatile mktg man can produce results 
for progressive consumer goods mfr or 
ad agcy. Direct mail, copy-contact, 
research exp. Age 29—family. Request 
resume. 

Box 1400, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
| ADVERTISING-PROMOTION MANAGER 
| Excellent retail background. Will relocate 

Box 1401, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 

ARTIST-ART DIRECTOR 

10 yrs. experience in sale prom, direct 
mail, adv. and prod. Wants to relocate 
to position with future in West or 
Mid-west. 
| Box 1402, ADVERTISING AGE 
bs Lexington Ave., New York 17, N.Y. 


VERSATILE AD-MAN AVAILABLE 
Creative writer-top ad-merchandising 
work-radio TV exp.-also production and 
public relations. Prefer agency copy or 
contact work. 27, BA (Journ) 

Box 1405, ADVERTISING AGE 
200 E. Miinois St., Chicago 11, Ilinois 


MARKETING MANAGER, STRATEGIST 
For manufacturer or agency. 14 years | 
experience, both consumer and industrial | 
products, as 4A account executive and | 
ad manager, in sales, advertising, sales 
| promotion, marketing research, forecast- 
ing, pricing, packaging, distributor and 
| dealer relations. Believe in ‘“‘new market- 
ing concept”. Qualified planner and co- 
| ordinator. College graduate. Will relocate. 
| Write to 

| Box 1403, ADVERTISING AGE | 


480 Lexington Ave., New York 17, N.Y. 


6 years experience as Advertising “Yes” 
man. Observed many successes and fail- 
ures. Want to become “No” man. Now 
looking for Boss who can stand thinker 
who will disagree. Object-Vigorous Ad- 
vertising. 

Box 1404, ADVERTISING AGE 
200 E. [llinois St., Chicago 11, Mlinois 

WHAT A LIFE WITHOUT WIFE! 
Agreed. So-young (27), competent ad 
man will bite dust in April. Take advan- 
tage of NEW PERSPECTIVE, NEW OUT- 
LOOK, NEW BALL-AND-CHAIN. Hire 
me for your Asst. AE or copy slot. 

Box 1406, ADVERTISING AGE } 
480 Lexington Ave., New York 17, N.Y. 
Experienced magazine sales executive 
all phases publication sales. LIFE mer- 
chandiser 3 yrs; sold space 5% yrs for 
packaging magazines Haywood Publ. Co; 
promoted to sales mgr for last 2% yrs; 
knows how to sell and train sismen in 
the field. 33, Yale grad, family. Seeks | 
challenging opportunity. Write Clinton 
S. Abbott, 1097 Oak, Winnetka, 


COPY OR CREATIVE WRITER 
Versatile writer with flair for creative 
ideas would like position with ad agency | 
or film producer. Exp. ‘one-year large 
CBS radio affiliate. Age 23, BS. in 
Journalism-major: Radio-TV. News & 
publicity writing exp. Chicago area loca- 
tion pref. 

Box 1407, ADVERTISING AGE 


200 E. [linois St., Chicago 11, Illinois 
ONE-MAN TV DEP’T. 
10 years N. Y. agencies, nat’l, local 


accounts. Copy, prod., time-buying, con- 
tact. Young. Agency or client. Will re- 
locate. 
Box 1413, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y 
ACCOUNT EXECUTIVE, ASSISTANT 

Successful space salesman, industrial ex- 
perience, seeks opportunity with Chicago 
agency as A/E assistant; college grad., 
desire and ability to learn. 


200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER AVAILABLE | 


3 years with top ten agency 
(consumer copy and contact), 1 
year with top corporation (sales 
promotion), 1 yr. with mail 
order firm (catalog copy), 1 yr. 

selling. 6 years total advertising 

experience. College degree in 

languages, Northwestern, 1952. || 
Phi Beta Kappa honors. Mar- | 
ried, 2 children, age 28. Salary 
desired: $6,000. 


Box 979, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


WANTED 


Salesmen presently calling on ad man- 
agers, sales promotion managers, mer- 
chandising managers to handie supple- 
mentary line of non-conflicting sales 
promotion and sales incentive merchan- 
dise. Well known and established !ine— 
liberal commissions — present clients 
number top industrial and advertising 
firms in United States. 


Protected territories. Opportunity for 
creative selling. Write, giving full details 
of experience and present representation. 
We will arrange Interview. Our present 
representatives know of this advertise 
ment. 


Box 971, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MAN FRIDAY 
Complete knowledge office systems, pro- 
cedures; background in PR, promotion, 
trade publications. 29, sgl., coll. grad., 
personable. Will relocate. Resume upon 
request. Write: 
Chris Marconi 
Concrete Masonry Association 
5205 Hollywood Bivd. 
Los Angeles 27, Calif. 


SALES REPRESENTATIVE 
12 years selling - advertising - adv. 
agency experience. Can assure excellent 
coverage N.E. Penna. and surrounding 
territory. Complete resume on request. 

Box 1408, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Typist, General Office, Light Dictation. 
Available three days per week. Chicago. 
Near North or Loop. Mature. Accurate. 
Advertising Agency experience. 

Box 1410, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Miinois 


Publisher of 3 annuals in men’s field 
looking for reps strong on mail order. 
Box 1422 ADVERTISING AG 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 


Broad experience, top preducer with 
excellent record and good contacts in 
Chicago territory, seeking trade, business, 
industrial or class publication. Will pro- 
vide adequate and completely satisfactory 
representation fer Chicago. 
Box 1424, ADVERTISING 
200 E. 


AGE 
Illinois St., Chicago 11, Mlinois 


MISCELLANEOUS 
SUBLEASING IDEAL ART STUDIO 
AND AGENCY SPACE IN LOOP 
All or part of 1400 Sq. ft. available 
now for immediate occupancy by agency 
and art studio. Enjoy low rental right 

in the heart of advertising row. 
PHONE DE. 2-7206 - CHGO. 
75 E. WACKER DRIVE, ROOM 409 


ART DIRECTOR-ARTIST 

Only thing can’t do is write short ad to 
explain many qualifications. Had fill of 
N.Y. and wants to return to ad “sticks” 
with top potential organization. 

Box 1409, ADVERTISING AGE 
200 E. [linois St., Chicago 11, Illinois 

CREATIVE ART DIRECTOR 
Would prefer smaller agency, where 
supervisory ability as well as art direc- 
tion is important. Available now. Salary 
$10,000. 
Box 1411, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


FLORIDA-CALIFORNIA-ARIZONA 
or LATIN AMERICA 
Here’s a young (33) AE with versatility 
who's tired of cold weather! Presently 
AE and Radio-TV Director. Formerly on 
Ad Staff RCA International and 3 years 
with Regional 4A Agency. BS in Mar- 
keting, BFT in Foreign Trade. Speak 
Spanish. Available NOW for interview 


or resume ... May 1 for action. 
Write Airmail to: 12 East 12, Box 309, 
Tulsa, Okla. 


|NO MUMBO JUMBO, JUST A GOOD, 


STRAIGHT-FORWARD ADV. MAN 
Fulfillment of your needs may begin 
right here with adv. mgr. for $400,000 ad 
budget retailer desiring relocation South 
Central or Southwest. Can head adv. for 
your company or build accounts for 
your agency. 34 years have acquired adv. 
know-how, BA, army commission, family, 


civic success. 3¢ gets you complete 
resume. 

Box 1412, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ATTENTION: PUBLISHER OF CONSUM- 
ER MAGAZINES. We will discuss 
the awarding of our magazine printing 
contract. 1 (million annually - 
pages) to publisher 
handle national distribution of our quar- 
terly sports magazines. 
ox 1423 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


HOW AD AGENCY SAVED MONEY 
ON ANIMATED SPOT 

The agency TV Copywriter (1) 
roughed up talk and pics to a cute 
new animated spot... then called 
in a well-known Jingle-Songwriter 
(2) with award-winning jingles 
and songs on 13 labels to his credit. 
The music man, with uncanny un- 
derstanding of copy and technical 
problems set the sell to song. The 
spot passed eye and ear tests, so a 
Singer-Pianist (3) was called in 
and toothed the jingle clientwards 
as the art director flipped the 
videos. The client’s head nodded 
(in approval), so the agency music- 
type Producer (4) hired the right 
arranger, musicians and singers and 
(with nary a Murmur from the 
writer) sessioned a sound track as 
captivating as a pop tune! 

Everybody was ge And the 
agency saved Time, Trouble and 
legal Tender! How? Because (1), 
(2), (3) and (4) were all the same 
guy! He’s now staffing for his third 
top-10 ad agency (NYC), awaiting 
your request for résumé to Box 978, 
ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


seasoned thru-and-thru. 


terms joyously. 


YOUNG, GROWING AGENCY PRAYS 
FOR ‘‘REAL PRO’’ COPYWRITER !! 


This young growing New York Agency with important national 
packaged goods accounts needs a “real pro” copywriter—all media, 
either sex, for our No. 2 spot. Our organization is drawn from the 
top professional ranks of the business. This is a “copy chief” oppor- 
tunity leading eventually to ownership participation. 


Chances are the person we’re looking for is well liked where he or 
she is. Only reason we haven’t found him is that nobody knows he’s 
looking. We hope he or she reads this ad and lets us know. 


You will like us and we will worship you if (a) you believe adver- 
tising is a serious business and is no refuge for glib gag-writers (b) 
you abhor gimmicks (c) you believe advertising is a vital sales tool 
not a new art form (d) you can distinguish between the idea that 
sells products and the one that sells only itself (e) you acknowledge 
that the product picture is more important than the patch on the 
model’s eye (f) you reject cleverness and humor for their own sake 
but are equally contemptuous of dullness. 


We believe in campaign thinking—finding for every product the 
long range selling proposition, the selling idea to which every ad 
and commercial is dedicated for years, if necessary. 


In short, if you are a “conceptualizer” as well as a writer, then 
you're for us. We expect you to be experienced but not necessarily 


But your experience must be in packaged goods. No one without it 
could possibly understand what we’re talking about. Ideally, you’re 
in your middle 30’s. And we don’t care what you're earning or ho 

to earn. If you turn out to be our No. 2 Copywriter, we'll meet the 


Write us with résumé immediately. Absolute confidence, naturally. 
Box 975, ADVERTISING AGE, 480 Lexington Ave., N. Y. 17, N. Y 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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Advertising Age, March 31, 1958 


WOMAN WRITER — 
Published, Broadcast 


Could I be of help to you? Experienced in 
publicity, radio commercials, radio drama 
scripts, book, encyclopedia writing and 
editing. Tenure on encyclopedia for young 
people 20 years. In spare time wrote book 
now in 8th printing Macmillan Com- 
pany, N. Y¥. and adult radio scripts for 
WGN and MBS. Scripts written with re- 
search cooperation and authentication by 
University of Chicago, American Medical 
Association, Michigan State Police, Mu- 
nicipal Court of Chicago and other au- 

thorities 
Box 980, ADVERTISING AG 


E 
200 E. Illinois St., Chicago 11, Illinois 


DYNAMIC SALES EXECUTIVE 
Just resigned as General Sales Manager of 
nationally-known manufacturer as they 
have been unable to produce and deliver 
the volume of orders I secured. Experi- 
enced in sales thru distributor and dealer 
organizations. Previous experience in- 
cludes direction of over fifty salesmen. 
College graduate, age 29, married and 
willing to relocate. Excellent references. 
Minimum starting salary $10,400, prefer- 
ably with incentive. Box 974, Advertising 
Age. 200 E Illinois St., Chicago 11, Ill. 


HELP! 
Ex-Agency Head, Plans Bd. Chm., Acct. 
Sup., Creative Dir. and Art Dir. will help 
with marketing strategy, plans, creative 
work. Emergency or retainer. 


“THE PLANS BOARD” 


424 Madison Ave., N.Y.C. PL 8-2740 


PACKAGE DESIGNER 


Creative, experienced, seeks connection 
with forward looking manufacturer. Will 
head up department, or, singly carry out 
operation from idea to printed package. 
Highest references 

Box 977, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB OPEN 


Do you want a job on a 
farm paper? Please see our 
advertisement on page 79, 
March 1958 issue, Farm 
Equipment Retailing. Fred 
Knoop, Merchandising Man- 
ager, FARM QUARTERLY, 
Cincinnati, Ohio, Phone 
CHerry 1-0711. Read ad be- 


fore ‘phoning. 


PACKAGE DESIGN EXECUTIVE 


For top design firm. Should have several 
years well rounded experience in package 
design, and account management. Salary 
open. Excellent opportunity. Send résumé 
to: 


Box 972, ADVERTISING AGE 
Iilinois St., Chicago 11, 


200 E. 


Illinois 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 
appointment on 
DISON + SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


[ Qrocludtor\ Souter 


Young production man can contribute 

broad graphic arts knowledge to manufac- 

turer or Ad Agency. 11 years’ production 

and service experience in art, color pho- 

tography, type, engraving and printing 
Box 973, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Illinois 


A TIMELY MESSAGE 


TO ADVERTISERS 
and AD AGENCIES! 


A most favorable market has brought 
me an unusually fine crop of advertis- 
ing, sales promotion, merchandising, 
marketing, public relations and re- 
lated manpower, at all levels. 

If you are planning additions or re- 
placements to your current staff, why 
not let me know your needs, so | can 
submit qualified people for your con- 
sideration. 

No obligation, of course. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago - WA 2-4800 


PUBLICATIONS 
OUT OF THE WEST COAST 


Business, professional, hobby and special inter- 
est publications—both nationals and regionals 
—published in California, Washington and Ore- 
gon may join in this special display-classified 
section the last week of each month by writ- 
ing AA's Western classified representatives: 


Classified Departments, inc. (Bill Bowen), 
4041 Mariton Ave., Los Angeles 8, Calif. 
AXminster 2-0287 


Reach | | Restaurants 


Your only way to get Concentrated Cover- 
age of S. California's Fastest Growing In- 
dustry. 2nd Largest Dollar Volume Area in 
the Country. Buyers-Owners-Managers. In- 
quiries invited from Agencies-Advertisers- 
Media Reps. 
RESTAURANT SERVICE MAGAZINE 
1357 W. Temple St., Los Angeles 26, Calif. 
MUtual 4953 


Sell the Vast West Coast 
AUTOMOTIVE MARKET 
through its leading trade paper. 
Advertise where the orders are signed! 
AUTOMOTIVE DEALER NEWS 
1700 West 8th St., Los Angeles 17, Calif. 
ALSO: PACIFIC OIL-MOTIVE MAGAZINE 


CALIFORNIA is the 

NUMBER 1 year ‘round 
OUTDOOR MARKET in the U.S.! 
WESTERN OUTDOOR NEWS 

is the ONLY 

STATEWIDE 

OUTDOOR NEWSPAPER 

serving this market! 


Complete weekly fishing, boating, hunting news. 


Write, wire, phone . . 


Los Angeles 15, Calif., Richmond 9-9395 


- 1100 W. Olympic 


More than 
13,000 
Engineers 
in the Los Angeles area 


subscribe to, and read, the 
Engineer of Southern California 


626 N. Garfield Ave., Alhambra, Calif. 
Usual agency discounts. Need reps. 


World’s No. 1 Sports Car Bi-Weekly 
MOTORACING 
725 N. Western, L. A. 29, Calif. 
Data, sample copies on request. 
Reach Top U.S. Sports Car Market! 
Read by Dealers, Fans, Drivers, etc. 


IF your market includes administrative 
and technical personnel in these labs: 
Hospital, private clinical, public health, 
research, commercial— 
THEN you will want to know more about 
LAB WORLD 
“The Nati 1 Ne i of the 
Clinical-Scientific Laboratory Field’ 
Write for sample cofy, rates, etc. te 
LAB WORLD, 672 8. Lafayette Park PI., 
Les Angeles 57, Calif. 


Capture the Class Market of the West 
With the Class Magazine for RESTAU- 
RANTS-HOTELS-MOTELS. Our best sales- 
man is the magazine itself. So, just ask 
for a sample copy (and rate card) of 


WESTERN HOTEL & RESTAURANT REPORTER 
(A Western Business Publication Since 1874) 
Donald J. Martin, Associate Publisher, 


Western Hotel & Restaurant Reporter, 
3723 Wilshire Bivd., Los Angeles, Calif. 
DUnkirk 8-2981 


Another National Leader 
OUT OF THE WEST 


PET SHOP MANAGEMENT 
Recognized throughout the nation as the 
quality publication in the pet retail dealer 
field. Exclusively an independent trade 
magazine. No danger of breeders and the 
public eavesdropping on wholesale prices 
and shop talk. 


Do you want our easy-reference FACT 
FILE? Sample copy? Rates? Write irma 
W. Hall, Publisher, PET SHOP MANAGE- 
MENT, 618 S. Western Ave., Los Angeles 
5, Calif. (DUnkirk 7-4423) 

P.S. 1958 edition of comprehensive direc- 
tory of pet suppliers ($5.) Is now off the 
press. 


YOUR OWN POCKET MAGAZINE 
Keeps Your Customers Interested 
IN YOUR COMPANY 

You can have it, ready made yet tailored 
for you, at amazingly low cost. You'll be 
proud of its interest-packed quality. Men- 
tal teasers measure reader-interest for you 
‘ . YOUR OWN FRONT COVER in 2 
colors and your ads on the other 3 covers. 
WRITE FOR SAMPLES AND PRICES. 

RADSTONE PUBLICATIONS 


4202 W. Burbank Bivd., Burbank, Calif. 


Fine, Fast, Fairly Priced Photography — 


187 N. LASALLE, CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


pics 


DEARBORN 2-1062 


|representing the “largest payment by continental 


jucts and the successful expansion 


| 


Continental Oil Contest Offers 
Cadillac with $10,000 as Prize 


To help introduce two new mo- 
tor oils Continental Oil Co., Hous- 
ton. will launch April 1 a $50,000 
contest featuring a Cadillac loaded 
with $10,000 in cash as first prize 
and 111 additional prizes including 
a station wagon, 10 washer-drier 


Despite 28% Hike in Net, Lever Still 
Aims for Bigger Profit via New Wares 


(Continued from Page 3) 
showed a strong upward trend. 
Our line of products was improved. 
Our market position was strength- 
ened by the acquisition of [the de- 


tribution of Stripe, Praise and 
Lucky Whip, three of our new 
products which have been particu- | 
larly successful in test markets.|combinations and 100 portable tv 
Several new products are being! sets. To be eligible for the “hottest 
tergent] all, by expanding major | Teadied by our research and de-| brand going” contest, which ends 
new products into national mar-|Velopment division for market | May 15, contestants must obtain an 
kets and by improved advertising | tests.” | entry blank from a Conoco station 
and selling.” Lever Bros. is a wholly-owned | and complete a jingle about the 
The report said that Lever paid |Subsidiary of Unilever N. V., @ company’s products and services. 
$284,700,000 last year for raw|Dutch holding company which, | he company markets in 25 states. 
materials, advertising, promotion,| with Unilever Ltd. in Great Brit-| phe company is supporting the 
other supplies and services and ain, controls several hundred com- | contest with the “most concentra- 
$42,500,000 in wages and salaries panies, most of which are in the ted ad campaign in its history.” 
and that it contributed $680,691 to| Soaps and toiletries fields. Its an- Ads in more then 628 dally ond 
the employes profit sharing plan, | nual statements posh y= = weakly newspepers will be ues 4 in 
made in any year” since the fund U. S. subsidiary made its financial | addition to spot radio announce- 
was established in 1952. status known to its employes orig- | ments, tv commercials and outdoor 
Total assets were set at $125,-/inally, “as a part of the company’s | posters. Benton & Bowles, New 
000,000, of which $66,000,000 was expanding program of employe) York, handles the Continental ac- 
in plant and equipment, $48,000,- | communications.” + | count. 
000 in working funds and $11,000,- 
000 in “patents, trademarks, good 
will and other assets.” 


s Reviewing 1957 marketing op- 
erations, the report had this to say 
about specific brands. 


e All—“Through the acquisition 
of the all [detergent] line of prod- 


Need a very 


of markets for them, we have 
achieved a position of leadership 
in a new and important detergent 
field, the low-sudsers.” 


e Wisk—“In Wisk we have the 
only heavy-duty liquid detergent 


ys 
aa 
: Special person to 
k? 
in national distribution. This is an- handle your art wor . 
other important growing area of | 


a _,,. or perhaps you're looking for a copywriter, pro- 
duction expert or sales promotion genius. Doesn’t 
matter which—the best place to seek him out is 
in The Advertising Market Place of Ad Age. For 
that’s the one place in the world each Monday 
where almost 150,000 marketing men meet to 
hire, buy and sell services or products. A low-cost 
message in the Ad Age classified section gets big 
results— fast. Try it today or whenever you have 
something to buy from or sell to marketing men. 


e Imperial—“During the year we 
completed the national distribu- 
tion of another new product de- 
veloped by Lever: Imperial. With 
our Good Luck and private brand 
margarines, it makes us the largest 
manufacturer of margarine in the 
country.” 


e Dove—“Anrd we hold the lead,| 
too, in a new field, the non-soap | 
bar. This was accomplished| 
through the development and na- | 
tional marketing of Dove, a prod- 
uct with great potential.” 


e Lux liquid detergent—‘“With | 
Lux liquid we have been able to | 
hold a commanding lead in one of 
the most rapidly growing segments 
of the detergent business, the light 
duty liquids.” 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. - 


e Lux—“By making the popular 
Lux toilet soap available in pastel 
colors as well as white, and with 
the benefits of earlier packaging | 
improvements, we have been able 
to maintain the No. 1 position for 
this product among the toilet 
soaps.” 


® Looking ahead, the report con- 
tinues: 

“This year we expect that all di- 
visions of the company will main- 
tain or improve their market po- 
sitions. We look for particular 
progress in the marketing of mar- 
garines, toilet bars, lowsudsing de- 
tergents and liquid detergents— 
both light and heavy duty. 

“We contemplate enlarged dis- 


DREAM JOB FOR 
MARKETING ANALYST! 
Pace-setting PACIFIC COAST agency has 
job paying to around $17,500 for market- 
ing analyst with food background. Several 
ae agency experience desirable, but 

kground of market analysis with re- 
search organization might qualify. Should 
be excellent theoretician, but must have 
Ger of solid practical experience. Must 
& first-rater with major experience. 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


1 am enclosing $ 


1 State 
THE ADVERTISING MARKET PLACE 


Cuts $1.25 CEP anit mar ADVERTISING AGE 
— —- _ this form to 200 E. Illinois St. 4041 Marlton Avenue 
“i Chicago, Illinois Los Angeles, Calif. 


Satisfaction Guaranteed 
Larger Sizes Proportionately Priced 
Write size of cut and screen em 
on back of copy and mail to 


WARD KAH 
Box A 87, Glendale, Calif. 
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Top 100 Network TV Advertisers: 1957 


Source: Publishers Information Bureau 


(The top 100 spot tv advertisers for 1957 were listed in ApvVERTISING 
AcE, March 17) 


Estimated | 
Gross Time Costs | 


1. Procter & Gamble Co. ....$47,046,015 
2. Colgate-Palmolive Co. .... 19,375,713 
3. Chrysler Corp... 18,915,776 
4. American Home Products 

BIND: scciccssrescsacscasecanssecceoes 18,535,808 
ee 16,297,289 
6. General Foods Corp. ........ 16,156,601 
7. Gilhetbe CO. .....ccerccccccercvseees 15,790,837 
8. R. J. Reynolds Tobacco 

TI. siceniacnciiepbaiamanteianeimenssinen 13,201,584 
9. Ford Motor Co. .......c.cce 13,023,204 
10. General Motors Corp. .... 12,733,437 | 
11. Bristol-Myers Co. .......00 12,489,954 | 
12. American Tobacco Co. .... 9,346,629 
13. General Mills ...........000-+ 8,605,872 
14. Pharmaceuticals Inc. ........ 8,585,635 
15. Liggett & Myers Tobacco Co. 8,181,373 
16. Kellogg Co. .-..cceseeseersneres 7,977,785 
17. Brown & Williamson Tobacco 

CORP. ccvrcrrcccccccececrsenseseoorens 7,093,962 
1B. Revlon Inc. ......0ccceeeeeeeeeees 7,019,042 
19. National Dairy Products 

COP. ccrcrcrsrsvrererscenrecrereesees 6,644,647 
20. General Electric Co. ........ 5,714,855 
QL. Swift Be Ce. cccocrccccccescceees 5,196,425 
22. P. Lorillard Co. ...........00+ 5,194,122 
23. Hazel Bishop Inc. ............ 5,192,193 
24. Miles Labs. ..........ccceeeeceeeees 5,048,301 
25. Campbell Soup Co. .......... 4,965,382 
26. Sterling Drug .......ccceeeeeees 4,711,351 
27. Quaker Oats Co. ........... 4,706,501 
28. Helene Curtis Industries .... 4,667,982 
29. Standard Brands ............. 4,512,346 
30. Westinghouse Electric Corp. 4,501,985 
31. Sperry Rand Corp. ........ 4,257,142 
Be BR, GOR, gcevtacesscocenssonnsene 4,130,101 
33. Philip Morris Inc. ........... 3,942,904 
34. S. C. Johnson & Son ........ 3,889,778 
35. Armour & Co. ......ccccecceeeeeee 3,853,642 
36. Pillsbury Mills .........000 3,805,646 
37. Scott Paper Co. .......-. 3,342,257 
38. American Telephone & Tele- 

PAPA CO. ....ecerereeresrseeseees 3,277,929 
39. Prudential Insurance Co. of 

OE 3,201,984 
40. Eastman Kodak Co. ........ 3,194,715 
41. Chesebrough-Ponds .......... 3,164,839 
42. Joseph Schlitz Brewing Co. 3,005,514 
GB, MiamROR GO... cccesccooceeressccsees 2,997,548 
44. Corn Products Refining Co. 2,930,851 
45. Max Factor & Co. .........+ 2,886,264 
Be BI GDR. cccconsvocaveceesesconse 2,810,739 
47. Ralston Purina Co. ............ 2,723,689 
AB. Best FOOdS ..ccccccceeccceeeveeeee 2,641,965 
49. American Chicle Co. .......... 2,617,367 
50. Warner-Lambert Pharmaceuti- 


P&G Tops Other 
Big TV Spenders 


(Continued from Page 1) 

not in the network field, were 
Robert Hall Clothes, International 
Latex Corp., Adell Chemical Co., 
Charles Antell Inc., Shell Oil Co., 
Anheuser-Busch, Food Manufac- 
turers, Avon Products, J. A. Folger 
& Co., Beech-Nut Life Savers, Nehi 
Corp., William Wrigley Jr. Co. and 
Harold F. Ritchie Inc. 

Five companies used network tv, 
but no spot, last year. They were 
Armour & Co., Prudential Insur- 
ance Co. of America, U. S. Steel 
Corp., Reynolds Metals Co. and 
Armstrong Cork Co. # 


Dreytus Uses 16-Page 
Supplement in ‘N.Y. Times’ 

The Dreyfus Fund Inc. used a 
16-page color prospectus in the 
New York Times March 30 as a 
special advertising supplement. 
The supplement is reportedly the 
largest single advertisement ever 
run by a mutual fund and is said 
to mark the first use of a prospec- 
tus of this kind in such advertising. 

Reprints of the supplement, de- 
signed to aid the sales efforts of 
dealers throughout the country, 
will be used as a prospectus of the 
Dreyfus Fund during the coming 
year. Doyle Dane Bernbach Inc. 
is the agency. 


Estimated 
Gross Time Costs | 
a a 2,532,393 
51. Joh & Johnson .......... 2,526,955 | 
S52. U.S. Steel Corp. .............. 2,514,090 
53. Sylvania Electric Products 2,501,769 
54. Kimberly-Clark Corp. ...... 2,346,917 
55. Radio Corp. of America .... 2,344,036 
56. Reynolds Metals Co. ........ 2,324,721 | 
Al ere 2,322,881 
58. National Biscuit Co. ........ 2,247,934 
59. Armstrong Cork Co. ........ 2,194,989 
BR GRMN WOU erichtcicniccenensscseres 2,187,732 
61. Sweets Co. of America .... 2,160,936 
62. Aiuminum Co. of America 2,070,723 
| GB. Dette COI. cccecccercessscssens 2,062,504 | 
64. Goodyear Tire & Rubber Co. 2,060,788 
GB. Carnation Ce. .ccccccsssccccscesse 2,054,120 | 
OS Ee ne ae 2,012,991 
AS «ene 1,806,230 
68. E. |. du Pont De Nemours 
RE eS 1,738,960 
69. Gerber Products Co. ........ 1,675,361 
70. Wesson Oil & Snowdrift 
Tis. desaniantnicintnsiaecenscnvneniasaeate 1,604,997 
es CE CIID, ciicnccssnciscscscse 1,587,018 
72. Firestone Tire & Rubber Co. 1,549,074 | 
73. Mogen David Wine Corp. 1,545,590 
74. State Farm Mutual Auto. Ins. 
iy ceesmminaati bilaiiaiimsenccnce 1,543,358 
75. Whirlpool Corp. ................ 1,538,454 
76. Pabst Brewing Co. ............ 1,521,153 
77. Singer Mfg. Co. 0... 1,481,866 
78. American Gas Assn. ........ 1,462,692 
hf Fa 1,409,646 
Se Se GED. ctesiiiticdicnciasahiinnen 1,368,149 
- . hg eee 1,350,073 
82. American Dairy Assn. .... 1,276,135 
83. B. F. Goodrich Co. .......... 1,276,110 
84. Carter Products ................ 1,262,465 
85. Bulova Watch Co. ............ 1,233,923 
CG. Bee BGR. CO. cccsccccccceeeee 1,227,195 | 
87. Associated Products inc. .... 1,216,863 
88. Kaiser Aluminum & Chemical 
SED. sashiienniniibiineasctinioense 1,210,015 
89. Union Carbide Corp. ........ 1,191,864 | 
90. American Can Co. ............ 1,150,499 
Berk EET GEIL. cniscanscacasncsenss 1,137,130 
92. Sunbeam Corp ................ 1,129,882 
93. Greyhound Corp. ............ 1,113,933 
Eee 1,105,479 
TE. Gere GE COIR. ccccesccssccesse 1,100,304 | 
96. Florida Citrus Commission 1,099,048 
97. U.S. Rubber Co. ............. 1,085,449 
98. Ronson Corp. 00.0.0... 1,082,036 
99. Minnesota Mining & Mfg. 
ibe: sitsievininiiabireneginninnsecndeene 1,055,479 
OB. CoceCole Ce. crcrccccccccsss 1,041,290 
’ - 
Mutual Difference’ 
Splits Max Factor, 


Doyle Dane Bernbach 


(Continued from Page 1) 
and experience in cosmetics adver- 
tising will be important considera- 
tions. 

The Factor company could point 
to considerable growth during its 
years at DDB. In 1951 it had ap- 
proximately $15,000,000 in sales, 
and in 1952 its volume was $15,- 
700,000; for the first nine months 
of 1957 its sales were $33,496,000. 


® Doyle Dane Bernbach originally 
divided the account with Tatham- 
Laird; later the account was divid- 
ed with Young & Rubicam, and 
then DDB was the sole agency. 
Last year Anderson-McConnell 
was awarded the hair products. 
Later Guild, Bascom & Bonfigli was 
added for Sof-Set and Dri-Mist. 

In part because of the Factor 
servicing problems, Doyle Dane 
opened a Los Angeles office by tak- 
ing over the existing facilities of 
Factor-Breyer in 1954. Factor- 
Breyer had a staff of about 15, and 
around $1,000,000 in billings. 

The Los Angeles office was also 
to service Ohrbach’s, the New York 
department store whose creative 
ads had done so much to add lustre 
to the agency’s reputation, which | 
had opened a Los Angeles branch. | 
Later Cole of California awarded 
its account to the agency. 


Television looms large in the ad- 
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THE HIGH AND LOW—This is the opening spread in a six-page color 
ad in the April Harper’s Bazaar, comparing “New Heights in Fash- 


ion”—low Lincoln cars and lofty 


signers. The ad, which gives the hat designers a free ride, was origi- 
nated by Young & Rubicam; Kenyon & Eckhardt completed it (AA, 


Marc 


Easter bonnets by five name de- 


h 10). 


vertising picture at Max Factor, 
which budgeted $5,177,114 in 1957 
for gross time charges, according 
to Television Bureau of Advertis- 
ing. This figure, which does not 
cover sizable network production 


| costs, was split about half and half 
| between network and spot tv, with 


network getting the bigger portion. 


s It has not been a notable network 
tv season for the cosmetics com- 
pany, which currently carries a 
weekly half-hour on ABC and an 


alternate-week half-hour on NBC. | 


Last fall the company bought the 
new Guy Mitchell show on ABC 
through Anderson-McConnell. Mr. 
Mitchell became the first of a se- 
ries of singing casualties. He was 
replaced at the first possible con- 
tractual moment by a situation 
comedy called “Love That Jill.” 
This Ann Jefferys-Robert Sterling 
film has proved to be a very weak 
rater. In the March Trendex it 
ranked a poor third in its time spot, 
with a rating of 5.6. 


|@ Max Factor’s other network tv 
|show stars singer Polly Bergen in 


an alternate-week half hour placed 
through Doyle Dane _ Bernbach. 
Miss Bergen’s price—an estimated 
$40,000 for 
charges—is right up there with the 


Milwaukee Unit's 


Board Hits NIAA 
Revamp Proposal 


(Continued from Page 1) 


tion in which the reorganization 
is being rushed through without) 
| proper national consideration. 

“It also objects to the proposal) 
|that a national dues collection 
system be substituted for the pres- 
jent chapter dues arrangement 
| with a percentage remitted to each 
chapter (this would be just the| 
|opposite of the present system of| 
| collection),” the board said, “and! 
the chapter opposes what it terms 
‘undue restrictions’ on membership 
in the proposed new organization, 
claiming these would work hard- 
ship on chapter growth and organ- 
ization.” 


| 


NIAA CHAPTERS SPLIT IN 
VIEWS ON ISIM PLAN 

Cuicaco, March 26—On the | 
whole, National Industrial Adver- 


program-production |tisers Assn. chapters around the | "on. 


| 


country don’t take kindly to the) 


Slump Remedy— 
Ads Plus Credit: 
BBDO's Brower 


(Continued from Page 1) 


Banks, he said, should analyze the 
local market and make appeals to 
those most likely to respond. Tim- 
ing messages with vacations, back- 
to-school time and other periods 
when money needs are high is also 
important, he said. 


,@ “Make borrowing both moral 
‘and fun.” The BBDO president said 


a survey his agency conducted in 
New York showed that people 
have some guilt feelings about bor- 
rowing “for luxuries and the re- 


| finements of life”; yet that is what 


most of the borrowing is done for. 
The idea, then, is for the bank to 
make the borrower feel comfort- 
able and welcome as a customer, 
and to promote instalment buying 
through local advertising, he said. 


e “Take a tip from the supermar- 
kets.” Mr. Brower urged use of 


Ike Urges Better Advertising 

WASHINGTON, March 26—Presi- 
dent Eisenhower said today that 
one sure way to help overcome the 


|business recession would be for 
|business men to improve their 


salesmanship and for consumers to 
buy without worrying about the 
future. 

Brushing aside a question from 
a reporter who wanted to know 
about prospects for repeal of excise 
taxes on automobiles, the Presi- 
dent said, “The public should be 
buying on the basis of the worth 
of the products... offered to them. 
I believe,” he said, “that there’s a 
great field for expansion of busi- 
ness by better salesmanship on the 
part of business concerns. 


= “I believe that we have got to 
offer things... better packaged... 
we've got to do better advertising, 
and, above all things, let the pub- 
lic buy when they think they are 
getting a bargain and stop worry- 
ing about some possible future ac- 
” zz 


top draws in tv, but her ratings| International Society for Indus-| bank lobby space to promote the 
have not been in the company of|trial Marketing plan, Industrial|good things of life which can be 
the leaders. The latest Nielsen re-| Marketing has found in a_spot|purchased through instalment buy- 


port (Feb. 2) put her third in her 


time spot with a 16.3 average audi- | 


ence rating. 

This program, which alternates 
with Liggett & Myers’ “Club Oasis,” 
had to take legal action to get Oasis 
to follow the usual industry prac- 
tice of cross plugs for each sponsor 
to its off-week in the time period. 


Davenport Newspapers Names 
Don Feeney Ad Director 

Don Feeney has been advanced 
to advertising director of Daven- 
port Newspapers, publisher of the 
Davenport Times, Democrat and 
Democrat & Times. Mr. Feeney 
formerly was national advertising 
manager and assistant advertising 
director of the newspapers. 


Philco Appoints Bowes 

Henry E. Bowes, formerly vp 
and general manager of the tele- 
vision division of Philco Corp., 
Philadelphia, has been appointed 
vp in charge of marketing of Philco 
consumer products in the U. S. He 
succeeds John M. Otter, who will 
be named to another post to be an- 
nounced later. 


D. P. Brother Boosts Walton 

Donald W. Walton has been 
named vp in charge of merchandis- 
ing services of D. P. Brother & Co., 
Detroit. Mr. Walton has headed the 
merchandising operation since 
joining the agency in 1955 as sales 
promotion manager. 


|check of NIAA leaders. 

Charles A. Bryant, president of | 
the Houston chapter, said: “I don’t 
think it [the task force’s recom- 
| mendation ) is worth a damn. 
| We’re against it.” 
| The Rockford, Ill., chapter pres- 
lident, Robert A. Heinrich, told 
| IM, “There’s still a lot to be done 
just in industrial advertising be- 
| fore we broaden out.” 

W. A. Ahern, head of the San 
|Francisco chapter, commented: 
\“I’m pretty much for leaving 
NIAA alone. There is an American 
Marketing Assn.; and maybe we’re 
moving in on that area a little too 
much.” 


8 Not all chapter heads were un- 
favorable. Detroit’s H. A. Harty 
said, ‘The ISIM plan is a very for- 
ward-looking program that stands 
to serve people in marketing very 
well.” 

New York’s A. L. Dowling re- 
marked: “I was tremendously 
impressed by the thought and 
effort that went into the prepara- 
tion of the program.” J. K. Davy 
of Hamilton, Ont.: “Although I was 
quite startled, my first reaction to 
the recommendation was a very 
good one.” 

A special operations and imple- 
mentation committee named to 
work out the details of the new 
plan will hold a press conference 
in New York next Tuesday (April 


1) to announce the details of the 
plan. + 


ing, and to tie in with local pro- 
motional campaigns. 


® Mr. Brower also described a rev- 
olution in selling which he said 
invalidates the thesis that “if only 
salesmen would get out and sweat 
a little, things would be different. 

“Your good old salesman who 
used to come to the door to sell you 
a Car, or a major appliance, is nev- 
er coming back... The industrial 
revolution made him, and the dis- 
tribution evolution ended him. 

“The supermarket got us out of 
the house and downtown. It taught 
us to shop, to match prices and 
quality for ourselves. The discount 
house carried the ball another ten 
yards. 

“The reason that the salesman 
does not call on you at home any 
more is because you are not there. 
You are shopping—at the big new 
shopping centers, at the supermar- 
ket lumber yards along the high- 
ways, at the television shops where 
you can get up to 40% off. 

“And if the automobile salesman 
doesn’t sell as he used to, even 
when you see him in the show- 
room, it’s because he knows that 
you are going to visit half a dozen 
car dealers before you make up 
your mind. 


® “So, if selling is to be done,” Mr. 
Brower said, “it’s up to advertising 
to awaken the desire, and it’s up to 
instalment credit to make the real- 
ization possible.” # 
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HELPFUL—The Dorothy Dean divi- 
sion of Rhea Mfg. Co., Milwaukee, 
is providing two-color “add-on- 
ads” newspaper mats like this to 


its retailers. 
Advertising, 


Fromstein & Levy 
Milwaukee, is_ the 
agency. 


Mutual Cuts 
Losses, Sees 
Better Days 


New York, March 27—Despite 
the fact that the Mutual Broad- 
casting System is operating at a 
loss, the present owners, speaking 
through their new policy commit- 
tee, insist they are in the network 
radio business to stay. 

The new four-man committee is 
comprised of Armand Hammer, 


board chairman; H. Ray Roberts, | 


treasurer; George Vogel, exec vp, 
and Robert F. Hurleigh, news and 
special events vp. 

A part of their present difficulty 
they attribute to the cut-rate sales 
allegedly made by the former man- 
agement of the network. Now they 
say the network is selling on card 
prices again. 

Cut down to the essentials, with 
practically every non-news and 
special events program taped, the 
cost of running the network comes 
to $5,000,000 a year, the policy 


committee said. About $2,000,000 of | 


this goes to cover American Tele- 
phone & Telegraph line charges. 
The group did not say what the 
monthly losses are now. 


# On the plus side, Kate Smith’s 
morning show reportedly is sold 
out, and the five-minute news pro- 
grams are about 90% sponsored. 


_ Last Minute News Flashes 
DeGray Set to Replace Eastman at ABC Radio 


New York, March 28—The formal announcement has not been made, 
but 60 top affiliates meeting here Monday to discuss the future of the 
ABC Radio network will find Edward DeGray in charge of the radio 

| network, replacing president Robert E. Eastman. Mr. Eastman, who was 
|named president in 1947, will probably return to the representative 
| business, possibly with his own company. 


|DuBarry Royal Jelly Lipstick Bows in May 

| Morris PLains, N. J., March 28—Warner-Lambert Pharmaceutical 
| Co. will introduce DuBarry royal lipstick, made from the royal jelly of 
the queen bee, in color pages in mid-May issues of Life and The New 
Yorker and June issues of Charm, Glamour, Harper’s Bazaar, Ladies’ 
Home Journal, Look, Mademoiselle, Seventeen and Vogue. Participa- 
|tions on “Tic Tac Dough” (NBC-TV) also will begin in May. Norman, 
Craig & Kummel is the agency. 


Parti-Day Inc. Names D'Arcy for Dessert Toppings 

Cuicaco, March 28—Parti-Day Inc., Oak Park, exclusive selling 
agent for dessert toppings made by the liquid carbonic division of Gen- 
eral Dynamics Corp., has named D’Arcy Advertising, Chicago, to han- 
dle its advertising. Parti-Day, a new company, will market dessert top- 
pings in four flavors packaged in 1 lb. aerosol cans. Advertising in 
newspapers, outdoor, tv and radio will begin in May on a market to 
market basis, starting here. 


Bristol-Myers Launches Ipana Touch-n-Brush 

New York, March 28—With the introduction of Ipana Touch-n- 
Brush toothpaste, Bristol-Myers Co. becomes the latest major denti- 
frice manufacturer to put its product in an aerosol container. Retailing 
at the competitive 7 oz. price of 98¢, Ipana Touch-n-Brush is now be- 
ing sold to the trade. National distribution is expected toward the end of 
May when national advertising will break. Doherty, Clifford, Steers & 
Shenfield is the agency. 


Carpano Vermouth to Bow in U. S. in May 

| New York, March 28—Carpano, an Italian vermouth, wil! be intro- 
duced in the U. S. in May by Dreyfus, Ashby & Co., wine and spirits 
importer. A magazine campaign will break in May for both sweet and 
dry Carpano for cocktails and as an aperitif. Chernow Advertising 
Agency is handling the drive. 


‘This Week’ Names Ludgin; Other Late News 


e Earle Ludgin & Co., Chicago, has been named to handle advertising 
for This Week Magazine. The previous agency was Benton & Bowles. 


e Reggie Schuebel, director of radio-tv network relations for Guild, 
Bascom & Bonfigli; Robert Maurer, formerly of Henry J. Kaufman 
& Associates, and Henry Fleisher, formerly with AFL-CIO, will be 
partners in a new ad agency, Maurer, Schuebel & Fleisher, Washing- | 
ton, D.C., and New York, starting April 1. Miss Schuebel continues her | 
duties in New York with Guild, Bascom, which will represent the new | 
agency on the West Coast. Messrs. Maurer and Fleisher will be 
| located in Washington. 


e Edward B. MacDonald, formerly associate media director of Young 
& Rubicam, New York, will join Look March 31 in the new post of di- 
rector of advertising planning. 


e National Business Publications, Washington, loses two member 
publications as of April 1: Western Construction and Western Indus- 
try, both published by King Publications, San Francisco. Meanwhile | 
NBP has picked up four new member publications: Knitter, Municipal 
South and Southern Hospitals, published by Clark Publishing Co. and 
Clark-Smith Publishing Co., Charlotte, N. C., and Tire, Battery & Ac- 
cessory News published by Douglas W. Clephane, New York. 


e McGavren-Quinn Co., San Francisco, radio-tv station representative, 
has purchased Burke-Stuart Co., New York. Allan Kerr, vp, Wendell 
Parmellee, Detroit representative, and Edna Mae Elwell, secretary- 
treasurer of Burke-Stuart, will join McGavren-Quinn in the consoli- 
|dation. Two Burke-Stuart represented tv and five radio stations have | 
been added to the McGavren-Quinn representative list. Donald J.| 
Quinn, of McGavren-Quinn, will headquarter in New York, while Mr. | 
McGavren will remain in San Francisco to direct West Coast activity. 


e Pabst Brewing Co.’s proxy battle simmered down as both sides 
 eaetiae the stockholders’ election April 1. The Pabst management, 


In the program department at| group, headed by Harris Perlstein, president and board chairman, 


least one change seems imminent. 
The “Barry Gray” late show is ex- 
pected to be dropped from the 
schedule at the end of the current 
cycle. 

Meanwhile, three men have been 
added to the network’s staff. 
Robert Marcato, formerly eastern 
sales manager for ABC film syndi- 
cation, has been appointed to the 
new post of national sales mana- 
ger. The announcement said 
Sidney P. Allen, sales vp, would 
be in charge of sales administra- 
tion. 

Charles Godwin, formerly with 
Sponsor and American Broadcast- 
ing Co., was named to the station 
relations department. Bob Novak, 
previously with Martha Rountree 
Productions, was appointed to 
work on national affairs and infor- 
mational programs. + 


Marketers Research Expands 
Marketers Research Service, 
Philadelphia, is opening a motiva- 
tion research department under the 
direction of S. M. Abdullah, for- 
merly with the Institute for Moti- 
vational Research, New York. 


has claimed 55% of the proxies. The contesting Pabst-Spaeth family 
group has ridiculed the claim. 


e Army-Navy-Air Force Journal, which has been published in recent} 
years under the supervision of the executive committtee of the Grid-| 
iron Club, has been sold to LeRoy Whitman, editor since 1930, and | 
Mrs. Dorothy Cone Brown, an employe since 1926 and general manager | 
| since 1949. The 95-year-old publication is part of a trust willed to the| 
| Gridiron Club by the late John Callas O’Laughlin, its publisher. 


e Johnson & Lewis Advertising Agency, San Francisco, has been 
appointed to direct advertising for American President Lines effec- 
tive June 30. The combined annual passenger and freight advertising 
expenditures for APL total about $1,000,000. The account formerly 
was handled by Kenyon & Eckhardt, San Francisco. 


|@ Howard S. Meighan, a veteran executive with CBS, has resigned to 
| set up a company to produce tv commercials on video tape. Ampex 
Corp. will be a minority stockholder in Videotape Productions of | 
New York and California. The most recent title for Mr. Meighan, a| 
former president of CBS Radio, was vp in charge of the western avi | 
sion of CBS-TV. In recent months, however, he reportedly has worked | 
on special CBS corporation assignments. His old title may not be re- 
assigned, but Alfred J. Scalpone, vp in charge of network programs | 
in Hollywood, is expected to be advanced to the top CBS-TV post on 
the West Coast. 


e Some 1,600 druggists serviced by Ketchum Co., New York, will) 
participate in a drug merchandising promotion April 14-28 in con-| 
| junction with Life. The first of several planned during the year by | 
| Life, the promotion highlights 21 brand names advertised in the mag-! 


| azine and will be pushed through extensive point of sale and merchan- | 


dising in the retail outlets. 


Watered-Down 
Outdoor Bill 


Passes Senate 


(Continued from Page 1) 


the “yea” column and 21 Demo- 
crats and 20 Republicans voting 
“nay.” 

Since Congress is anxious to get 
the highway bill to the White 
House before the Easter recess, a 
final decision on the fate of the 
billboard rider will probably be 
reached within the next few days. 

The outlook for the outdoor pro- 
vision was uncertain. An influen- 
tial House source said today the 
billboard rider will have to come 
out if the roads bill is to reach the 
White House before Easter. 


® As it passed the Senate today, 
the outdoor advertising rider seeks 
to induce states to enter into agree- 
ments with the Secretary of Com- 
merce to keep signs out of large 
sections of the interstate highway 
system. It gives the Secretary pow- 
ers to draft basic agreements with 
the individual states and offers 
states which adopt outdoor con- 
trols a “bonus” equal to one-half 
of 1% of the cost of the portion of 
the highway covered by the zoning 
arrangements. 

In three days of debate which 
preceded adoption of the rider the 
Senate agreed to important revi- 
sions which substantially narrow 
the scope of the restrictions. 

Among the changes were these: 


e 1. An amendment by Sen. Nor- 


jris Cotton (R., N. H.) which con- 


fines controls to right-of-way ac- 
quired since July 1, 1956. 


e 2. An amendment by Sen. Fran- 
cis Case (R., S. D.) protecting dis- 
play opportunities for any busi- 
ness located within 12 miles of the 


|highway. 


e 3. An amendment by Sen. Frank 
J. Lausche (D., O.) giving states an 


jimportant role in specifying the 


industrial areas which are to be 
exempt from billboard controls. 


= Foes of the bill pictured it as a 
grave infringement on _é states’ 


rights. But Sen. Albert Gore (D., 


Tenn.), chairman of the public 
works committee, argued it was 
designed to encourage regulation of 
billboards, rather than to prohibit 
hem. 

The bill declares it is public pol- 
icy to “protect the public invest- 
ment in the national system of in- 
terstate highways” by regulating 
signs within 360’ of the right-of- 
way. 

In the regulated areas only four 
kinds of signs are to be allowed: 
(1) Official signs; (2) signs adver- 
tising sale or rent of property on 
which they are located; (3) signs 
advertising activities located with- 
in 12 miles of the sign; and (4) 
other signs consistent with state 
law and national policy “designed 
to give information in the specific 
interest of the traveling public.” 

Cost of the program remained 
undetermined. Under it, no state 
has to do anything, but states 
which adopt billboard zoning ar- 
rangements which meet the re- 
quirements of the law get a bonus 
equal to one half of 1% of the cost 
of highways and rights of way in 
the zoned areas. 


® Some sponsors, like Sen. Rich- 
ard Neuberger (D., Ore.), say they 
are chiefly interested in protecting 
the beauty of the landscape. Sen. 
Gore said he fears billboards along 
fast-traveled superhighways will 
become hazards by distracting the 
attention of drivers, particularly 
at intersections. 

Noting that at least 10 official 
signs will be located at each inter- 
change, Sen. Gore saw extreme 


81 


| danger if drivers moving at 75 


mph are distracted by “illuminated 
isigns with flashing lights.” 
Sponsors of the bill unsuccess- 
fully resisted the Cotton amend- 
ment, warning that it leaves at 
least one-third of the system out- 
side the control plan, including 
the most heavily traveled sections. 


s Sen. Cotton, however, argued 
there were at least four important 
reasons for passing his amend- 
ment: (1) It eliminates the need 
to tear down any existing adver- 
tising signs; (2) it leaves an op- 
portunity to have controls in areas 
where the federal government will 
be making its heaviest investment; 
(3) it reduces the cost of the pro- 
gram by forgoing areas where ad- 
vertising rights would be very 
costly to buy; and (4) it can not be 
accused of depriving anyone of 
advertising values, since no ad- 
vertising values exist along new 
right of ways until after the fed- 
eral government puts up its 90% 
share for the construction of the 
roads. 


® Similarly the Case amendment 
was far from welcome to sponsors 
of the control plan. Under the 
version reported by the public 
roads committee, businesses lo- 
cated within 12 miles of the right- 
of-way were allowed to have 
signs with a maximum of 500 sq. in. 
of coverage. Sponsors of the bill 
expressed fear that elimination of 
that ceiling will result in a variety 
of signs, including full-size bill- 
boards erected by national adver- 
tisers under the signature of a 
nearby distributor or retail outlet. 


® While it was a seemingly minor 
modification, the Lausche amend- 
ment pares down substantially the 
discretion of the Secretary of Com- 
merce to specify industrial areas 
and incorporated municipalities 
which are exempt from billboard 
restrictions. Under his amendment, 
selection of exempt industrial and 
urbanized areas is made by the 
Secretary upon application filed 
by the state. 

The most crucial tests came on 
an amendment by Sen. Roman 
Hruska (R., Neb.) which would 
have required the Secretary of 
Commerce to recognize any sign 
which met the specifications of 
state law. In opposing his amend- 
ment, Sen. Case said there would 
be no purpose in passing the bill 
if the amendment prevailed. 

“Are states to be entitled to re- 
ceive an additional one-half of 1% 
as a result of signing an agreement 
which will leave to the states the 
definition of policy and permit 
them to authorize the erection of 
signs regardless of size?” he asked. 

“Why should the states be paid 
anything at all, in that event?” he 
exclaimed. The Hruska amend- 
ment was beaten 58-31. # 


Admiral Sales and Net Drop 
Admiral Corp., Chicago, has re- 
ported that its consolidated net 
sales for 1957 amounted to $172,- 
663,167, down from sales of $185,- 
880,606 in 1956. Sales of Admiral 
subsidiaries in Mexico, Italy, Bra- 
zil and Panama were included with 
those of the parent company for 
the first time in the annual report 
in recognition of the importance of 
foreign operations. Consolidated 
net income in 1957 was $965,067, or 
41¢ a share, down from the $1,540,- 
024, or 64¢ a share earned the year 
before. Admiral’s tv and radio sales 
have been maintained at approxi- 


|mately the same percentage of the 


|industry’s total as in the preceding 
year, Ross D. Siragusa, president, 
said. 


Calkins & Holden Boosts Two 
Two copywriters have been pro- 
moted at Calkins & Holden, New 
York. Elizabeth Wardell has been 
named copy supervisor for six ac- 


counts, and Joan Usoskin has been 
appointed supervisor of radio and 
'tv commercials. 
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24+8 + B+C + 3948 + B+C + 948 + BHC + 948 + BHC + 94 + BHC + 94H + BIC + D+E* B+Cc + 948 + B+C + 9+8 
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Bertsch + 
cooper 


Type faces used are: 
Bertschtypes No. 70B and 89A 


DEE DIDOS—To stand out among i 
competitors, nine-year-old Dee Sp 


unusual ad approach. Its first consumer ad (center) 
‘hos in The New York Times Magazine, March 17, 


® 
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ts high-spending 
ortswear uses an 


to be followed by the ad at left on April 27. At the 
right is one of Dee’s pages which is appearing in 
Men’s Wear. Philip J. Perlman Associates, New 
York, is the agency. 


(Continued from Page 3) 
stations in south Pennsylvania, 
Maryland, Delaware and New Jer- 
sey. Last year’s sponsors, Ballan- 
|tine and Atlantic Refining Co. (N. 
W. Ayer & Son), both are carrying 
one-third sponsorship. Tasty Bak- 
ing Co. (also Ayer) and Bayuk 
Cigars (Feigenbaum & Wermen) 
return for one-sixth each. 


s In other East Coast ball parks 
the majority of last year’s radio-tv 
sponsors are back in the same box- 
|es. For the Boston Red Sox, Nar- 
ragansett Brewing (Cunningham & 


renewed, while Liggett & Myers 
Tobacco Co. has given way to Ford 
Dealers of New England. Telecasts 
are over WHDH-TYV, Boston, with 
| WHDH feeding the games to a Red 
Sox lineup of some 50 radio sta- 
tions. 

Pittsburgh Brewing Co. and At- 
lantic Refining have renewed their 
sponsorship of the Pittsburgh Pi- 
rates, with the brewery (Smith, 


thirds of the sponsorship. Games 
will be telecast over KDKA-TV, 
Pittsburgh; WJAC-TV, Johnstown; 
and WSTV-TV, Steubenville. Sta- 
tion KDKA will originate the 
broadcast for a hookup of 22 sta- 
tions. Rights are in the neighbor- 
hood of $320,000. 

| Tv in Pittsburgh was permitted 
to cover only about eight games 
‘in 1956 but got in for 24 in ’57; 
this year the club will permit local 
|television coverage for about 37 


In ‘58 Advertisers Spending More ; 
to Help Baseball Fans Learn Score | 


Walsh) and Atlantic Refining have | 


Taylor & Jenkins) getting two-)| 


to televise their games via pay-tv 
are out the window for this season, 
and games will be carried only on 
radio. KMPC will broadcast all 
games and feed to eight other sta- 
tions: KVEC, San Luis Obispo; 
KFXM, San Bernardino; KYOR, 
away-from-home games. Blythe; KROP, Brawley; KREO, 


National Brewing Co. again | Indo; KPAL, Palm Springs; KPAS, 
sponsors the Senators over WTTG- Bannin; and KORK, Las Vegas, 


TV, Washington, with WWDC the|Ney, Co-sponsors are Eastside 
radio outlet and additional radio | Brewery and American Tobacco 
coverage not yet determined. W. B. 
Doner & Co. is the agency. 
Gunther Brewing Co. returns to 
sponsor the Baltimore Orioles in|» California’s other newcomer, the 
50 games over WJZ-TV, with some San Francisco Giants, will also 
games also being telecast in Wash- | |imit their broadcasts to radio, with 
ington over WTTG-TV. Gunther station KSFO and eight stations on 
will co-sponsor on radio over 20\the Golden West Network carry- 
stations, with WBAL, Baltimore, ing the entire schedule. Four spon- 
originating the broadcasts. sors have been lined up on an al- 
|_ Renewing sponsorship for the|ternating basis: General Cigar Co. 
Milwaukee Braves will be Miller| (white Owls), Falstaff Brewing 


Brewing Co. and Clark Oil & Re-|Corp., Folger’s Coffee and Shell Oil 
fining Co.—with P. Lorillard Co.|/Co, Stations on the net are KMJ, 


added this year—over some 40 ra-| Fresno; KBEE, Modesto; KFBK, 
dio stations fed by WTMJ and Sacramento; KSBW, Salinas; 
_WEMP, which cooperate on the/KyCv, Redding; KENL, Arcata; 
broadcast. The Braves will permit 'KCRE, Crescent City; and KOH, 
no local tv, but have agreed to/ Reno, Nev. 
participate in the NBC-TV’s “Ma-| Chicago Cubs home games will 
jor League Baseball” game. Math- | be televised again this year over 
isson & Associates is the agency for wGN-TV, with the same sponsor 
| both sponsors. lineup—Oklahoma Oil Co. and 
‘ _ .  |Theo. Hamm Brewing Co. WGN 
# Radio broadcasts of all Cincin-| radio will broadcast all Cub games 
nati Redleg games over some 50) this year, replacing WIND and its 


stations again will be sponsored | 30-station baseball network. Only 
by Burger Brewing Co. WKRC will | one quarter-time sponsor has been 


be the originating station. WLW- | sot for the radio broadcasts—Oak 
TV will telecast 23 home games|park Federal Savings and Loan 
and 30 road games. Contracts for)! accn. 

tv have not yet been signed, but) 

last year’s co-sponsors, Hudepohl ® WGN-TV will also televise the 
Brewing Co. and Cincinnati Ford 53 daytime home games of the 
dealers, are expected to pick up| White Sox, with the same sponsors, 
ithe tab. |\Oklahoma and Hamm’s. Radio 
| The Los Angeles Dodgers’ plans | broadcasting for the White Sox 


Co. (Tareyton cigarets and Roi Tan 
cigars). 


} 


| Vv 

New York Yankees Ballantine 

Winston & 
Camel 


Philadelphia Phillies Ballantine 

Atlantic Refining 
Tasty Baking 

Bayuk Cigars 
Narragansett Brewing 
Atlantic Refining 
Ford Dealers of New 


Boston Red Sox 


Milwaukee Braves No local tv 


Cincinnati Redlegs Hudepoh! Brewing 
Co. 
Ford Dealers 


| 1958 Major League Baseball Sponsor Lineup 


Radio 
Same local; 
out-of-town— 
Ballantine & Atlantic | 
Refining 
Same 


TV 
| Los Angeles Dodgers None 


Radio 
Eastside Brewery 
American Tobacco Co. 
(Tareyton & Roi Tan) 
San Francisco Giants None General Ciger Co. 
Falstaff Brewing Corp. 
Folger’s Coffee 
Shell Oil Co. 
Oak Park Federal 
Savings & Loan Assn. 
(one-fourth — three- 


Chicago Cubs Oklahoma Oil, 


Same Hamm's Beer 


fourths still open) 
England Chicago White Sox Oklahoma Oil, Oklahoma Oil, Gen- 
Pittsburgh Pirates Pittsburgh Brewing Same Hamm's Beer eral Finance, General 
Atlantic Refining Cigar and Anheuser- 
Washington Senators National Brewing Same Busch 
Baltimore Orioles Gunther Brewing Co-sponsors (second Detroit Tigers Goebel Brewing Co. Same 
sponsor open) Speedway Petroleum 


Clark Oil & Refining Corp. 
Miller Brewing St. Lovis Cardinals Busch Bavarian beer Same 
Burger Brewing Co. Kansas City Athletics None Schlitz Brewing Co. 


Central National Bank 
Carling Brewing 


Cleveland Indians Not determined 


| 
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again will be done over WCFL, 
which will feed to some 45 stations 
in seven midwest states. Sponsors 
are also the same as ’57: General 
Finance Co., Oklahoma Oil Co., 
General Cigar Co. and Anheuser- 
| Busch, 

Goebel Brewing Co. and Speed- 
way Petroleum Corp. will again 
co-sponsor the radio and television 
broadcasts of the Detroit Tigers’ 
games. The full schedule will be 
carried over a 45-station radio net- 
work, and about 37 games will be 
telecast locally and on six cooper- 
ating stations. 

The St. Louis Cardinals will be 
sponsored on radio and tv by An- 
heuser-Busch Inc. for Busch Ba- 
varian beer. KMOX radio will 
originate the full schedule of games 
for a 90-station “Cardinal Base- 
ball Network” in the Midwest. 
Tentative television schedule calls 
for about 30 home games to be 
televised over KTVI. 

Kansas City Athletics fans will 
again hear radio broadcasts of the 
games over KMBC-KFRM and 
some 50 stations in Kansas, Mis- 
souri, Oklahoma, Iowa, Nebraska, 
Arkansas and South Dakota. 
Schlitz Brewing Co. is sponsoring 
the broadcasts. 

Radio station WERE will origi- 
nate all Cleveland Indians games 
for some 30 stations in Ohio, Penn- 
sylvania, West Virginia and New 
York. Carling Brewing Co. and 
Cleveland Central National Bank 
will co-sponsor the local broadcast. 
Carling will also take time on the 
participating stations, along with 
other loca] sponsors. Arrangements 
for telecasts are still indefinite. 
Last year WEWS televised the 
games, with Carling and Standard 
|Oil Co. (Indiana) as sponsors. The 
same lineup appears likely this 
year, with Marlboro cigarets per- 
haps added as a sponsor. 


® CBS television starts its Satur- 
day “Game of the Week” for 26 
weeks April 5. The network has 
added a Sunday game for the first 
time this year, despite protests of 
minor leaguers. 

Sunday baseball is scheduled to 
kick off June 1, giving the network 
complete weekend coverage. So 
far CBS-TV has Falstaff Brewing 
Corp. (Dancer-Fitzgerald-Sample) 
for a half game both Saturday and 
Sunday in its marketing area, with 
games sold locally outside the 
brewery’s markets, with State 
Farm Mutual Automobile Insur- 
ance Co. (Needham, Louis & Bror- 
by) and Marlboro (Leo Burnett 
Co.) for one quarter each Satur- 
day. Marlboro will keep its quarter 
of the Saturday game until May 24 
when it will alternate a Saturday 
and Sunday quarter. Colgate- 
Palmolive (Ted Bates & Co.), with 
its first network sports coverage, 
will pick up Marlboro’s alternate 
periods, leaving one quarter of the 
Sunday game still available for 
sponsorship. 


i 


s The NBC-TV “Major League 
Baseball” weekly sportscast (Sat- 
urdays, 2:30 p.m., EST) has been 
'sold to three regional sponsors; the 
series starts April 5 and continues 
for 26 weeks. The sponsors, each 
of whom will carry half a game 
with the remainder devoted to co- 
op, are Theo. Hamm Brewing Co., 
Minneapolis, for the Midwest and 
Far West; Jackson Brewing Cu., 
New Orleans, for the South Central 
and Southwest areas; National 
Brewing Co., Baltimore, for the 
Southeast. The Northeast terri- 
tory still is open for sponsorship. 

Both NBC and CBS games will 
not be shown within 50 miles of a 
major league ball park or within 
50 miles of a minor league game. 

Quaker State Oil Refining Corp. 
(Kenyon & Eckhardt) has renewed 
last year’s sponsorship for half of 
Mutual’s Saturday “Game of the 
Day.” The remainder is co-op. Bob 
Feller, former pitching great, will 
be the play-by-play broadcaster 
for Mutual’s daily coverage. + 
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BOSTON'S 3 Big Shopping 


Centers get the 


Big Bulk of their business... 


from the towns where 
the Herald-Traveler delivers 
the Big Bulk 


of the Buying Power 


DANVERS > MELROSE Hr BEVERLY 
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% HERALD-TRAVELER LEADS NEAREST COMPETITOR 


ODY 


In 27 out of 32, the Boston Herald-Traveler leads 
its nearest competitor—delivers the big bulk of 
the families with the money to spend on package 
goods, soft goods, durable goods—whatever you 
have to sell. 


THESE ARE THE BOSTON SUBURBS WITH THE BIG BULK OF THE SPENDING BOWER 


The “Big Bulk Delivery” 
makes Metropolitan Boston one of the most 


Herald-Traveler's 


economical and profitable markets to cover in the 
U. S. A. It makes a media man’s selection easier 
—an advertiser's job more effective. 


us One contract delivers the “Big Bulk’’ in Boston 


fe Boston Herald- Traveler 


Boston’s Bastc Bu iy 


Represented nationally by GEORGE A. McDEVITT CO.,, Inc. @ New York @ Chicago @ Philadelphia @ Detroit @ Los Angeles 
Special Travel and Resort Representative HAL WINTERS COMPANY, 7136 Abbott Avenue, Miami Beach, Florida 
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DO THE JOB RIGHT 


TO COVER THE WHOLE 
DELAWARE VALLEY YOU NEED 


na THE TRENTON TIMES 


Lumberjacks have little regard for the amateur 
woodsman. Our friend's hatchet is really inade- 
quate to the task at hand; probably that gent 
in the background will soon step in with his 
chainsaw. Timber-wise, he relies on this power- 
driven penetration to do the job right. 


To do the job right cutting into the ‘‘tall timber’’ 
sales of Delaware Valley U.S.A., take a tip 
from top national newspaper advertisers: 83 of 
the top 100, selling to the booming market 
east of the Delaware, rely on two trusted 
‘local’ dailies for power penetration. Where 
“all buying and selling are local,’ they count 
heavily on the strong coverage promised only 
by the CAMDEN COURIER-POST and the 
TRENTON TIMES. Total line rate for both 
papers, 63c. 


IT PAYS TO CROSS THE DELAWARE 


“na 


TRENTON TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


Represented nationally by GEORGE A. McDEVITT CO., INCORPORATED 
NEW YORK @ CHICAGO © PHILADELPHIA @ DETROIT @ LOS ANGELES 
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